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I. INTRODUCTION 
Purpose of the Thesis 
Decisions, whether they be in the international area of power politics 
or in the farm home of the Massachusetts vegetable grower, need to be based 
on information rather than on supposition, rumor, or fancy. If the decisions 
which are made are to be rational, the information needs to be objective, 
complete, and in such form that it can be related intelligently to other data 
and the resulting decisions can with a reasonable degree of consistency be 
correct, rewarding, and rational. 
While this truism applies to all areas and problems of human life and 
activities, the purpose of this thesis is the consideration of one source of 
data and its relation to the decisions of one group of businessmen as they 
market a line of products. Specifically, the source of date is the daily 
wholesale market report known as the Boston Farmers Produce Market Report 
and more recently as the Boston Wholesale Produce Market Report, which pro¬ 
vides information on receipts of vegetables at the Faneuil Hall Market Area 
and some other locations in the City of Boston, Massachusetts. It is to be 
studied as a source of data for Massachusetts vegetable producers in their 
decision-making on the movement of their vegetables to market. 
The Boston Farmers Produce Market Report is considered as a factor in 
the marketing of Massachusetts-produced vegetables. Included are a review 
of the problems, thinking, and events which led to the establishment and de¬ 
velopment of the market report, a consideration of the changes that have 
occurred in the growers, their industry, and their markets, a scrutiny of the 
report itself, an evaluation of the report, and certain conclusions and rec¬ 
ommendations derived therefrom. 
-2- 
It is the hope that this study will show to what extent the report serves 
farmers in their marketing decisions, as well as what its strengths and weak¬ 
nesses are, and that action may be taken to strengthen any weaknesses dis¬ 
covered . 
The Buyer-Seller Relationship 
Two major elements essential to complete a sale of any kind are the buyer 
and the seller; and the satisfaction derived from the sale by either party 
is related very closely to the estimate of value that each places on the 
commodity that is being sold. 
In the days when barter was the principal method of exchange of goods, 
the need and the use to which the product would be put were determining fac¬ 
tors in the decision to exchange goods. The relationships in value were 
determined to a great extent by the specific need of the individual for a 
specific item and the specific need of the other individual for another item 
which could be used in the exchange. Transactions were of an individual 
nature and the evaluation of the relative values of items was a process which 
had to be repeated with each transaction. 
The introduction of money (1) brought a common standard in which the 
values of commodities could be expressed and compared, although after money 
became available the commodities themselves continued to serve as the currency 
for some time. In 1631, the tendency to retain the commodity unit was evident 
in the action of the Massachusetts General Court in making corn legal tender 
unless money or beaver skins were specifically named. (2) The price expressed 
in money terms and the specie or currency which was used as a convenient 
means of transferring value from one hand to another did more than replace 
the more dramatic methods of barter. They provided a standard of value by 
which many commodities could be compared and their relative values to the 
prospective buyer assessed. The later developments in transportation and 
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communication removed the constraints of geographical limitation which had 
dictated the range of individual buyer-seller bargaining, and made the whole 
world the market for anyone who had something to sell and the whole world the 
market for anyone who wanted to buy something. 
In the early days, the Massachusetts vegetable farmer used barter in 
selling his products and in buying the things he needed. Even when money 
was introduced in Colonial days, the uncertainty of the value of the money 
gave barter a longer lease on life than it would have had, if there had been 
a sounder currency and a greater resulting confidence in the value of the 
medium of exchange. 
Gradually, as population increased, the economy expanded, and the colo¬ 
nies became parts of a federal union, the methods of marketing became more 
sophisticated. The many small and diverse market centers were combined. 
Buyers gathered in designated locations to meet sellers of particular com¬ 
modities and there was an increasing tendency to develop market centers for 
particular types of products. Thus, the seller of vegetables tended to go 
to the same place as other sellers of vegetables, and the buyers of vegetables 
went there also to view, select, and purchase from among the offerings. 
Another element, on-the-spot-competition, added to the growing complexity of 
the problems of the man who produced and marketed vegetables. It was rela¬ 
tively easy for the prospective buyer to view the offerings of the competing 
sellers and bargain for the highest quality, while at the same time utilizing 
the presence of a volume of the product to lower the price which he had to 
pay. 
As transportation and communication improved and it became possible for 
producers to ship their products greater distances to market, the actual sales 
were consummated at a distance and often by others than the owners of the pro¬ 
ducts. As a nationwide marketing system for fresh fruits and vegetables 
-4- 
developed, distances between the production area and the market, between the 
sellers and the buyers, became even greater. The markets became larger and 
served wider areas. There was need for a means of reporting what was happen 
ing on the market -- what the supplies were, what the sales were, what the 
prices were -- on any particular day; so that the seller at a distance would 
have at least some of the knowledge possessed by buyers who were at the 
market and aware of conditions. There was need, in other words, for market 
reports. (3) 
The Function Of Market News Reporting 
There are many statements of the purpose for market news reporting, and 
market news reporting has been done at various times for the benefit on one 
group or another, and has provided a real advantage to the group which could 
obtain and utilize the information. Probably the best statement of purpose 
is one which utilizes elements from many of these descriptions and describes 
the service in the following terms: 
The reporting of market news has as its basic purpose the 
acquainting of all concerned with unbiased, objective facts 
on the market business of a particular period -- the receipts 
at the market, the sales at the market, the prices paid at 
the market. By informing all concerned of the market business 
of the particular period, buyers and sellers have the same 
opportunity to establish the value of the commodity in which 
they are interested, demand and supply factors can operate most 
effectively, and commodities can move through the marketing 
channels most efficiently, with surpluses and shortages 
effectively influencing the relation of the supply and the 
demand. 
For farmers, the availability of a service performing the function out¬ 
lined above was and is a vital factor in their attainment of rational market 
ing decisions essential to the successful operation of their businesses. 
It might logically be argued that this is the need of any potential seller 
of any item. However, there are some characteristics of agriculture and 
the commercial production of vegetables in particular which make market news 
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essential, and which have provided strong support over the years for a pub¬ 
licly-supported service which features objectivity. 
In agriculture, characterized as it is by many small producers, it would 
be extremely difficult if not inqjossible for any substantial number of the 
nation's farmers to be informed adequately of what is happening on the mar¬ 
kets to which they ship their products and on the other markets which have 
an influence on their local markets without an extensive system of data 
collection and distribution, which could only be established and maintained 
at a prohibitive cost if they were to set up such a system. Dealers who per¬ 
form the buying function would also have difficulty in this same respect, 
but could more easily take steps to establish a system for obtaining the 
information they need. Another factor which makes the need for information 
on market happenings extremely important in the sale and purchase of farm 
products is the lack of standardization in fruits and vegetables. Unlike 
manufactured products which can be turned out in exact duplicate of each 
other, produce shows extreme variations of size, shape, color, taste, and 
other aspects of quality and description. Still another consideration is the 
fact that, historically, there has been a large number of operators performing 
a variety of functions between the producer who makes the first sale of the 
product and the consumer who makes the last purchase of that commodity. 
The level of trading and the prices paid in transactions at that level have 
special significance for the initial seller. There has been a trend in recent 
years to combine functions and in some cases, such as direct delivery to 
warehouses of retailer organizations, the functions performed on the terminal 
market are eliminated or by-passed completely, with the exception of pricing 
in which the activity on the market still has a vital part. This trend, of 
course, reaches its ultimate synthesis when the vegetable producer sells his 
products directly to the consumer and performs all the marketing functions 
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himself, frequently on his own farm. The many variations in quality, size, 
and other similar factors of vegetables make it necessary to have information 
on more than price alone to provide the data needed for rational marketing 
decisions. This is another difference between vegetables and standardized 
manufactured products, which adds importance to the need of the vegetable 
grower for a fairly sophisticated market reporting service. While at the 
start of market reporting by government in the United States, it was price 
that was foremost in the minds of those who urged the institution of market 
reporting by the United States Department of Agriculture, it was soon evident 
that arrivals on the market and shipments out of the production areas were as 
important or more so than the quoted price, since they provided intelligence' 
needed for marketing, selling, and purchasing plans. (4) The close relation¬ 
ship which soon developed between grades and standards and market reports 
provided an element of standardization needed, so that the data in the reports 
could be interpreted more intelligently and the reports could serve most 
effectively producers and dealers. 
In general, there developed a need for market reports which would pro¬ 
vide to vegetable growers the information they must have on which to base 
their marketing decisions, so they would not be at an unfair disadvantage 
in the operation of the marketing mechanism, and so that the consuming popu¬ 
lation of the nation might obtain its food supply most efficiently. 
II. HISTORY 
The recognition of the need for a state-supported vegetable market news 
service, expressed by the people who urged and ultimately obtained such a 
service, and the chain of events which produced the service are fruitful areas 
of investigation. They provide much information of value in attempting to 
measure the effectiveness of the Boston Farmers Produce Market Report in 
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meeting the needs for market news initially, in continuing to meet the needs 
as producers, their industry, their markets, the marketing system, and the 
means of communication changed. The course of events will be described to 
the extent possible in the words of the people who helped to direct that 
course of events. For purposes of convenience, first consideration will be 
directed to the sequence of events which led to the establishment of the 
report. 
Establishment of the Report 
While it was in 1919 that the Massachusetts Department of Agriculture 
entered the market reporting business, it is necessary to look back six 
years earlier for the beginnings of the Boston Farmers Produce Market Report. 
It was from the market news work of that period, sponsored by the United 
States Department of Agriculture's newly established Office of Markets and 
Rural Organization, that there developed a Massachusetts Department of Agri¬ 
culture Division of Markets and the Department's Boston Market Report. A 
detailed study of the United States Department of Agriculture introduction 
of market news is not within the province of this thesis, although it is 
essential to consider certain aspects of that pioneering effort as they 
affected the State Department of Agriculture and its market report. (5) 
During the spring of 1913, the Congress appropriated funds "to provide 
for a study of effective and economical means for distributing and marketing 
farm products." (6) It was from this authorization and money that the Depart¬ 
ment of Agriculture established an Office of Markets. The authority provided 
by Congress included a directive for "acquiring and diffusing among the 
people of the United States useful information on subjects connected with the 
marketing and distributing of farm and non-manufactured food products, and 
the purchasing of farm supplies." That broad, general mandate resulted in 
the collection and distribution of market information, with an experimental 
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market news service inaugurated during the spring of 1915. This experimental 
service was gradually expanded to additional crops; additional market report- 
ing stations were opened in the producing areas; and a larger number of perma¬ 
nent offices were set up in cities. 
This federal effort was described at the Public Winter Meeting of the 
Massachusetts State Board of Agriculture, held at Springfield, Massachusetts, 
January 9 to 12, 1917; (7) and this description will serve to present the 
background of the Massachusetts efforts to get a local service. The speaker 
was J. C. Gilbert of the Office of Markets and Rural Organization of the 
United States Department of Agriculture, who said: 
"A large part of the work of the past season pertaining to 
fruits and vegetables dealt largely with the collection and 
dissemination of telegraphic market news on a number of the 
more important crops ... 
'•During the season just closing, 54 temporary stations were 
established in important producing districts, for the pur¬ 
pose of furnishing the latest market news to the growers of 
perishable commodities. Permanent branch offices have been 
located in 11 of the most important markets and consuming centers 
of the country. Temporary arrangements were made to receive 
market reports from 20 other cities. The field of action 
covered more than half of the states, and the reports were 
issued on radically different types of commodities, ranging 
from the highly perishable strawberry crop to the semi-staple 
onion and potato crops. 
"Daily reports on the crops were issued from 11 city offices, 
which have mailing lists ranging from 100 to 3,000. Far 
more numerous reports have been sent out from field offices 
in producing territory, thus bringing the information closer 
to the shipping public." 
Commenting on the reports issued from Boston, Mr. Gilbert said: 
"During the past season, daily market reports were issued 
free of charge from the Boston office on the following 
commodities -- apples, cantaloupes, grapes, onions, peaches, 
strawberries, tomatoes, watermelon, and white potatoes." 
One other of Gilbert's comments that day is of special significance. In 
describing the market news work and its object, he said: 
"Uie object of this work is to collect and distribute, by 
telegram, mail, or otherwise, timely information on the 
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suppLy, commercial movement, and market prices of fruits 
and vegetables, thus assisting shippers in securing better 
distribution of perishable products." 
He went on to describe the types of information collected: 
/ 
"Daily telegraphic reports are obtained from common carriers 
of the number of cars of each crop shipped from certain 
producing areas together with their destinations. These 
reports, with the number of cars offered and the prices 
prevailing on each of the principal markets, are summarized 
daily during the heavy shipping season for redistribution 
to producing districts, markets, and the press." 
This was the experiment started by the action of Congress in 1913, which 
resulted in the establishment and development of the United States Department 
of Agriculture's Market News Service; and laid the groundwork for the initi¬ 
ation of market news work by the Massachusetts Department of Agriculture. 
It is significant in this connection that Massachusetts should have been one 
of the states in which the new Federal market reporting program was started 
and Boston should have been the city. The later withdrawal of the United 
States Department of Agriculture from Boston gave powerful support to the 
Bay State agriculturalists' plea for a state market news service. (8) 
Agitation For a State Division of Markets 
With Congress interested in the marketing area, the United States Depart¬ 
ment of Agriculture conducting work in the field, and more and more mention 
being made of marketing problems in the literature of the time, it is not 
surprising that there should soon have been an effort to obtain a State 
Division of Markets. In 1915, 1916, and 1917, the Massachusetts State Board 
of Agriculture submitted a bill in the Legislature which would have provided 
for a director of Marketing. Efforts to gain passage for the bill came to 
naught in spite of urgent pleadings by Dr. Alexander E. Cance of the Depart¬ 
ment of Agricultural Economics at the Massachusetts Agricultural College, who 
at one point stated: 
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•’Enough has been said to indicate the importance of 
a marketing bureau, and to show that there is a field 
for such a bureau in Massachusetts, in addition to the 
instructional and investigational work that is now 
being done by the Agricultural College.” 
Commenting further on the bill to establish the position of Director 
of Markets, Professor Cance said: 
"In furtherance of these purposes (the market news work 
he had just been describing as badly needed), the Board 
of Agriculture has for three years presented a bill 
providing for a director of markets under the general 
supervision of the Board of Agriculture. Practically all 
who are interested in profitable agriculture in Massa¬ 
chusetts have supported it loyally. In my opinion this 
bill has been improved each year and I think the bill 
presented this year is better than either of its predecessors. 
I am in favor of it in all points with the exception of 
the name of the director, who according to this bill is 
to be called a director of markets and organization. 
"I am sure that the matter of organization is one of 
instruction, and that this instruction is being given 
well enough through the Extension Service of the Agri¬ 
cultural College. (9) The name of this officer should 
be director of markets, rather than director of markets 
and organization. With this amendment the bill is an 
excellent one, and while it carries but a small appropri¬ 
ation, $5,000, there is no doubt that if such an office 
is established this is but an earnest of the sums of 
money which this state will in the future probably place 
at the disposal of such a bureau. 
"I sincerely hope that every man here present will see to it 
that his representative and senator votes right on this 
legislation when it reaches the General Court." 
Whether the pressure on the members of the Legislature was not sufficient, 
or whatever the reason, the bill did not pass. 
A Division of Markets Is Established 
Professor Cance's plea for a State Department of Markets was two more 
years in being answered; and a reorganization of the State Board of Agricul¬ 
ture which transformed it into a Department occurred in the process. In 
the First Annual Report of the Department of Agriculture for the Year 1919, 
issued in 1920 as Public Document Number 123 (10), Wilfred Wheeler, who had 
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been a leading proponent of the Markets Division bill as Secretary of the 
State Board of Agriculture and was at this time Commissioner of Agriculture, 
devoted a section of his accounting to the work in marketing. He said that 
"it should be a source of great satisfaction to realize that at last this 
Department is to have a Division of Markets. We have been very much behind 
other states in this respect^ but should now come into the field with a 
chance to profit by their examples and to avoid many of the mistakes made 
by these departments in the past few years." 
He reported that^ in July^ when the United States Department of Agricul¬ 
ture dropped the co-operative city market reports, the Massachusetts Depart¬ 
ment of Agriculture was able through an arrangement with the Boston Market 
Gardeners Association (11) to continue this work. Harry Campbell, who carried 
on the work with the government, was retained to do the reporting. (12) 
Commissioner Wheeler then expanded on the importance of marketing and 
the new division. He said that most Massachusetts farmers need the assist¬ 
ance of a Division of Markets. Farmers near cities can be assisted greatly 
by better marketing conditions within the cities they serve, also by inform¬ 
ing the large farmers of conditions in other cities. This class of farmer 
should, however, look forward and work for a co-operatively controlled market 
which they themselves shall run. There is also a very large body of small 
farmers throughout the state to which a Division of Markets can be of great 
assistance, he continued. Most of these farmers grow a small amount of farm 
produce which is difficult to sell, chiefly because of the expense of getting 
it to the consumer. A Division of Markets should be of assistance to these 
farmers by rounding up all of their produce and finding a buyer for it, or 
better still by getting these small farmers to grow enough of one thing so 
that they can dispose of it themselves through a co-operative association. 
The Commissioner's report continued: 
-12- 
"The Market Division should find out what products are in 
demand and encourage their growth within the state, and 
also be able to furnish information to outside purchasers 
or distributors as to the condition and demand of our 
markets. The question of running an exchange paper is 
very debatable. There is grave danger of becoming too much 
like an auction-room sales bill and perhaps the larger 
question of the danger of being placed in the position of 
guaranteeing something which it is impossible for the 
division actually to see. There is also grave danger that 
the public will demand that the division serve their 
interests to the exclusion of all others, that it maintain 
a price schedule in the papers and in the market, and that it 
attempt to regulate prices.” (13) 
Commissioner Wheeler was as certain that the Division should provide a 
market news service, as he was that it should not establish an exchange paper. 
He said: 
”A Division of Markets which tries to do this is bound to 
fail and will not benefit greatly either side. The final 
question of price must be left to the parties who are 
bargaining and to the law of supply and demand. A market 
news letter should be maintained in the principal markets 
of the state and every effort made to get to the farmers 
such market information from other sections as will aid 
them in the movement of their crops.” 
Activities Undertaken By the New Division of Markets 
The next annual report of the Commissioner, for the year ending on 
November 30, 1920 (14), outlined the work that the new Division of Markets 
had initiated, and described in more detail what had been done in the market 
news reporting field. The Commissioner said that the work of the Division 
is outlined by the law which established the Department, and limitations 
imposed by inadequate appropriations (15) have made it possible to initiate, 
during the year, only a few of the lines of work required by law. He 
listed the following as the activities which were undertaken: 
1. Studies of (a) the sources of supply for Massachusetts 
markets, (b) transportation, (c) quantities of supplies 
available, (d) total figures on Massachusetts production, 
(e) estimated figures on Massachusetts consumption. 
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(f) quantity of food products in storage, (g) standard¬ 
isation, (h) city »arketing, (i) roadside toarkets. 
2. Haintenance of (a) a marketing news service, (b) an ex¬ 
change service, (c) inspection and control work. 
3, The furnishing of infoncation and educational material 
on various phases of the work and on marketing in general. 
The CooBdssioner then described the work which the new Division of Mar¬ 
kets was doing in the market news service area: 
”The collection and dissexoination of reliable information 
relative to supply, demand, movement, and prices of farm 
products, designed to keep buyer and seller equally well 
informed, is one of the most important services a division 
of markets can render. One of the elements inherent to 
the continued success of market reporting work lies in the 
promulgation of this information by an agency of unbiased 
interest, and this qualification a state division of markets 
is unique in being able to offer. 
”Oi>erating under a system which insures the receipt of our 
reports daily only by those who are financially or especi¬ 
ally interested, our reporting service is apparently on a 
sound basis. Although an extension comparable with our 
facilities has been laade in the work this year, the field 
is hardly yet entered. There is an urgent need for point 
of production (16) reporting, full and coaiplete market 
information adaptable to consumers' needs (17), and the 
development of our system of dissemination by such agencies 
as daily newspapers and local organizations (18). Letters 
from organizations and individuals requesting a continuance 
of the market reporting in Worcester and Springfield have 
evidenced the service which the reports render, so unquestion¬ 
ably as to warrant the statement that reports of this nature 
are indispensable to the farmers who market locally. It may 
be well to add that the constructive suggestions and criticisms 
contained in these letters have aided greatly in gauging 
the trend of demand for this type of work. 
"Although our Boston Farmers Produce Market Report reaches 
a mailing list of approximately 400 of those to whom it is 
particularly valuable, there is still a field in Boston as 
well as other large cities of our State for the dissemination 
of valuable market information particularly adapted to the 
consumers* needs. Work of that natxire has been started this 
year, but because of lack of funds has not been extended to 
its greatest possibilities." 
Thus it was, that the needs for a vegetable market news report were met 
through the establishment of a Bureau of Markets in the Massachusetts Depart- 
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ment of Agriculture and the initiation of market news work by that Bureau. 
The evidence indicates that the resulting service was what was needed. 
. The Thinking That Preceded Establishment of the Market Report 
The sequence of events which led to the establishment of the Bureau of 
Markets and the market report yields some insight into the needs of the time 
and the adequacy of the measures taken to meet those needs. However^ a 
greater insight can be derived from a closer examination of the thinking of 
the men who led the fight for the Bureau and the report. Again^ this can be 
obtained from their statements at the time and the story can be presented in 
their own words to a considerable extent. 
J. C. Gilbert's statement to the Public Winter Meeting of the Massachu¬ 
setts State Board of Agriculture at Springfield in 1917 (5) briefly offered 
a reason for market news work^ when he described the purpose of the new United 
States Department of Agriculture market news program as follows: 
"The object of this work is to collect and distribute^ by 
telegram^ mail, or otherwise^ timely information on the 
supply^ commercial movementand market prices of fruits 
and vegetables, thus assisting shippers in securing better 
distribution of perishable products." 
In Mr. Gilbert's view, the service was designed to help shippers do a 
better marketing job, and it is assumed he meant that in this way they would 
gain added returns. This limited, view is in contrast with a later statement 
of the United States Department of Agriculture's Agricultural Marketing Ser¬ 
vice (19). At this latter date, the Fruit and Vegetable Market News Service 
of the Department had been greatly developed and years of experience in 
market reporting were on the record. This later statement of the Department 
reads in part as follows: 
"The Fruit and Vegetable Market News Service was established 
in 1915 to provide all segments of the industry from the 
grower to the retailer with current unbiased information on 
-15- 
supplies^ movement^ distribution^ demand^ prices^ and 
other factors affecting the marketing of fruits and vege¬ 
tables. Ready availability of complete information on 
factors affecting the market goes far in placing all con¬ 
cerned with the production and marketing of perishables 
on a more nearly equal bargaining basis. Growers, shippers, 
and dealers have information on shipments from the various 
producing areas, movement into and through the wholesale 
markets, and prices and market conditions in the major 
markets and competing shipping areas. This market infor¬ 
mation offers a means whereby the grower or dealer can better 
distribute his products so as to avoid market gluts and 
seek out the most favorable market at any given time. It 
also provides a ready check as to returns on consignments.” 
A local view was expressed by Professor Gance at the same 1917 meeting 
at which Mr. Gilbert spoke, when he made his plea for support of the bill 
to establish the position of Director of Markets. He insisted that Massa¬ 
chusetts needed a market news service, and described what kind of market 
news service would be needed to meet the needs, as follows: 
’’One of the present needs of farmers in Massachusetts is a 
comprehensive market news service. Such a news service 
maintained by the Board of Agriculture might issue regularly, 
in cooperation with the Federal office: (a) weekly or daily 
quotations of prices for farm products in Massachusetts and 
competing markets; (b) statement of supply showing the con¬ 
dition of the market crop in different market areas of production, 
the quantities that are shipped from these areas and their 
destination, the quality of the shipments, and the size of 
the crop; this information placed regularly in the hands of 
Massachusetts farmers who had products to ship would enable 
them to gauge intelligently the market prospects and bargain 
more efficiently with middlemen; (c) the conditions of consumption, 
the market demand, and the possible outlets for the chief 
crops, not only in this state but in others; (d) call attention 
through these bulletins to market prospects for the chief crops; 
yearly summaries of production, of prices, of shipments, figures 
of interest to Massachusetts farmers, and at other times such 
market information, new legislation, etc. as is advisable.” 
Another Point of View on the Need 
Another proponent of the establishment of a market news program in the 
Massachusetts Department of Agriculture was Howard W. Selby, Director of the 
Market Bureau of the Eastern States Farmers Exchange, and a leading spokesman 
for agriculture in Massachusetts for many years. His explanation of the 
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value of a market news service to farmers and fruit growers^ delivered from 
the platform at the 1918 Public Meeting of the Massachusetts Board of Agri¬ 
culture at Worcester^ (20) is an excellent example of the thinking that pre¬ 
ceded establishment of Massachusetts Department of Agriculture market 
reporting. 
Selby expressed surprise on learning that some of the men on the out¬ 
skirts of Boston, who were selling their products through the regular channels 
of the commission houses there, were failing to receive returns until the 
end of the second week, and furthermore failed to know and realize what their 
goods brought on the market. He pointed out that Jersey farmers, who bring 
their produce to the Philadelphia market, were receiving either a telephone 
call or a postal communication the following morning telling at what price 
the product sold. 
Communications and efforts of growers were cited by Selby as important 
factors in getting market news service, as he explained: 
’’The telephone and the postal service have been the first 
two factors in developing real market news service -- in 
making it possible for us to know whether the products grown on 
the farm are bringing the actual cost of harvesting and of 
shipping ... Another significant growth in the line of 
market news service ... has been effected more especially when 
there has been organized effort on the part of growers.” 
He placed emphasis on what had been accomplished through the organized 
efforts of farmers themselves, pointing out, as an example, the Eastern Shore 
of Virginia Produce Exchange, which had a representative on a number of the 
large city markets in different sections of the country. He said that this 
work had been supplemented and was being done on a more efficient and wider 
basis through the channels of the United States Department of Agriculture. 
He pointed out that the service had been started for the purpose of report¬ 
ing car-lot shipments. 
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Opposltion To Market Neva Service 
There was opposition to market news services and their extension. Mr. 
Selby discussed some of this opposition in his Worcester talk. He said: 
9 
"The report of the service was met with opposition in the 
beginning on the part of men in the different cities who 
were selling the coraniodities. They saw the result and 
effect it would have on their business, especially some of 
the men who were selling at a fair price and returning at 
a different price. This had a very direct benefit for the 
producer, inasmuch as it was a check-up on market conditions and 
reported them directly as official government information to 
the producers." 
He added, however, that while "it has brought about a marked benefit in 
this regard, it has handled carlots only ..." A measure to counteract that 
deficiency in the market reporting was next considered by Mr. Selby. He 
said that "there is one sort of market news that has been extended into this 
section on a larger scale this past summer. It deals with local products, 
the products of the market gardeners who are within short distances of the 
city markets; and it deals chiefly with less-than-carlot volume of business 
of less-than-carlot shipments. There has been an extension of this work in 
this part of the country into the cities of Providence, Boston, Springfield, 
Bridgeport, and Albany." (21) However, there had to be some evidences of 
local interest and support to obtain an extension of this work into a local 
area. Selby pointed out that the "government is extending such service and 
giving the most valuable help only to the sections where there is a tangible 
organization with which they can work." 
Benefits From This Extension Of the Service 
Selby attempted to evaluate the advantages from the extension of this 
market news service. He said: 
**There are a nun^er of benefits which the producers report 
they have derived from this and that have been of an immedi¬ 
ate and a cash value to them." 
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He cited an example of spinach on the Providence market and the work 
that ’’Mr. Taylor did as market reporter,” stating that "the price held up 
and sales were made because of the fact that publicity had been made use of 
relative to the abundant supply of spinach. The article had been reported 
in this manner, that spinach was now at the height of the season, and it 
could be bought to best advantage for canning for the coming winter*s 
supply.” (22) 
Selby continued: 
"The whole system of market reporting is simply one of 
enabling the law of supply and demand to operate more 
freely and to operate over a wider territory, equalizing 
our business from the standpoint of distribution and from 
the standpoint in large measure of the prices ... What 
we wish to advocate is that these men *in between' will sell 
an increased volume on a closer margin, helping us to 
remove the glutted condition from the market, and enabling 
the farmer to raise the product at a price which will warrant 
yielding the claims which are made on that increased 
production, and which will enable the consumer to secure 
the product at somewhere near a reasonable price.” 
Selby told the audience that: 
"We are in the position -- if we are properly organized 
to dispense this news information -- to feed the people 
of the United States the products as they come to the 
height of the season, and we can, through the proper use 
and channels of publicity, educate people to eat the pro¬ 
ducts when they are at the height of their season. If 
there is any one thing in regard to the business of market 
gardening that we are woefully failing in, it is in that 
one particular above all others.” 
He went on: 
"There is a similar possibility right here through our 
Market News Service which the government is trying to 
urge upon us, and which it is offering to the various 
cities throughout the country. It has helped the growers ... 
who have made their consignments to the local man. So 
that it not only applies to the large organized institu¬ 
tions, such as the Eastern Shore of Virginia Produce 
Exchange, but also to you as individuals. It applies to 
you whether you haul to the Boston or Springfield market or 
to the Providence market, or whether you go off in some of 
the surrounding smaller cities and sell your produce there; 
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because how cany tines do the aen who are selling in these 
smaller markets cake a guess on what their pr&<iuct shot^ld 
bring? We do not recognize the lav of supply and demand 
in its particular relation with the guessvork or with the 
information of the Boston market which is received indirectly 
through the local retailer in the smaller city. In that way 
ve establish our prices^ and that is an entirely false method 
or false system.” 
Describing the market reporting system and the reporta themselves^ 
Selby pointed out that: 
"The information which the government furnishes cooes to 
you under franked envelope daily ... you can get the prices, 
if you are in the surrounding territory to Boston, telling 
what each item and every coKiodity brought on the market 
that particular morning. 
"There Is an attempt on the part of this service to secure 
information from those growers on the market each day, so 
that they state whether they expect to have their ocmal 
supply or an increased supply on the comiag day. The 
gcrvernment agent who is there can better secure that in¬ 
formation and can give those farmers before they leave 
the market an idea as to whether a greater amount of 
potatoes for example is expected than the demand will 
warrant. He can guide and gauge on a large manner and 
has done so in the experience of this past sizxmier, 
"This sort of service will tell us whether the markets, 
our local markets, will absorb them, and tell us whether 
or not there are other markets that are available. A 
plan is being suggested _ there has been an agent in 
operation in Bridgeport, Providence, Boston, Springfield, 
and Albany. There could be to advantage an agent in addi¬ 
tion to these, in Hew Haven, Hartford, Worcester, Portland, 
possibly Portsmouth or some other city that's a distributing 
point in Sew Hampshire, and in Burlington. Providence has 
■ been standing one-half expense. The other cities are standing 
one-half the expense on the local markets for that reporting 
service." (23) 
State Division of Markets Would Hake Market Sevs Possible 
There was general feeling that the way to get State market nevs service 
established in Hassachusetts was first to get the establishment cf a Divlslcn 
of Markets in the State Department of Agriculture. Wilfred Wbeeler, Secre¬ 
tary of the State Board of Agriculture, wfac was later to be the Commlssicner 
of Agriculture when the market news service was established, fcllcwed 3cward 
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Selby at the Worcester meeting; and he directed his attention to the basic 
problem in gaining extension of the market news service that had been estab¬ 
lished nationally on a local basis. He stated: 
"Selby said that if we are going to get the Market News 
Service from the government^ or help from the government, 
the government is going to take it up in those sections 
where you are organized -- where something has already 
been done. It strikes me as being a very strong plea 
for a State Department of Markets. We have at the present 
time in this state no definite state organization of 
markets to help the practical farmer; and in talking 
the matter over with the Department in Washington and 
with the Secretary of Agriculture, I gained the same 
impression exactly from them -- they are going to help 
the sections that are organized in order to work through 
a whole department rather than a host of small cities 
and towns, or semi-private or semi-public organizations. 
It seems to me, if we are going to get the benefit of 
this work, that it is our duty here to make a good 
organization the first step in order to work with the 
government in this work, because it is so important." 
The record of the Worcester meeting also contributes some of the think¬ 
ing of the producers of fruits and vegetables. A Mr. Tinkham told the group: 
"On our market very often any farmer that belongs to the 
association can telephone in any time after 7 o'clock 
in the morning and learn what the same articles were 
sold for that morning at Boston. He can then ship that 
day to Boston. If there were facilities for handling 
it in Worcester, we could as readily ship there because 
we know for about what they are selling by 7 o'clock 
in the morning -- what they were sold for that morning." 
A Worcester marketer presented his view of the market where no news 
service was operating. He said: 
"You can't get that Information in Worcester. We grow our 
stock and take it to the commission houses. From the 
majority or most of them we try to get a line as to what 
the stuff is bringing. They say they are trying to get 
such and such a price; some get it, some don't. There 
seems to be a great deal of competition among the whole¬ 
salers dickering with our stuff at our expense." 
Other meetings, other writings of the time, emphasized the same points 
of view. A market news service was needed so that producers would have more 
knowledge of market conditions, so that they could be better informed in 
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their marketing decisions, and so that they could be protected from middle¬ 
men who took advantage of their lack of knowledge of market conditions. 
III. TIME AND CHANGE 
Since the establishment of the market report in 1919, there were many 
changes which affected the need for market news, the audience for the infor 
mation, the type and kind of market news required, methods of dissemination 
and uses made of the information. There have been major changes in the 
economic and social characteristics of the Commonwealth of Massachusetts, 
the characteristics of the state's commercial vegetable growers, the commer 
cial vegetable industry and its marketing methods, the market itself, and 
in means of communication and transportation. Since these changes have 
had major effects on the need for market news and the information provided 
to meet that need, several of the major areas of change will be considered 
in more detail than would otherwise be necessary. 
CHANGES IN THE COMMONWEALTH 
The Commonwealth of Massachusetts in 1963 is a much different state 
than it was in 1919. Its population is different. So are its food produc¬ 
ing and marketing system, its economy, and the characteristics of its 
people. 
Population 
• / 
The long-time trend in population has been continually upward, increas 
ing from 1,457,351 in 1870, to 3,366,416 in 1910, 3,852,356 in 1920, 
4,249,614 in 1930, 4,316,721 in 1940, 4,690,514 in 1950, and 5,148,578 in 
1960. The population increased nearly 1,300,000 in the years since the 
market report was established. 
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The absolute changes are significant reflecting as they do an increased 
number of consumers needing food. Also significant are the shifts in the 
distribution of the population between rural and urban areas, since this 
reflects a greater dependence on commercial producers for food. In 1870, 
the division was two-thirds urban and one-third rural. By 1900, it was 86 
per cent urban and 14 per cent rural. In 1920, the year after the start of 
the market report (24), the division was 90 per cent urban and 10 per cent 
rural. The trend was evident for another Census (1930) which showed 90.2 
per cent urban residents compared with 9.8 per cent in rural areas. Then, 
as the emigration from the cities got under way in earnest, there was a 
decline in percentage of urban population to 89.4 in 1940, 86.7 in 1950, 
and 87 per cent in 1960. 
Industrialization 
As population increased, the industrialization of Massachusetts pro¬ 
ceeded at an accelerating pace. Development of the textile and shoe indus¬ 
tries and the growing machinery manufacture industry brought greater economic 
activity. Massachusetts has continued as a highly industrialized state, 
with electronics and other diversified industries filling the gaps left by 
the departure of most of the textile mills and shoe factories. Workers are 
highly skilled and there is a continuing high demand for labor for indus¬ 
trial jobs, even though there are some dislocations as the transition from 
the textile-shoe economy continues, with some areas tending to be by-passed 
by the development of new industries. 
Reduced Rural-Urban Differences 
Extensive construction of highways, replacement of railroads by auto¬ 
mobiles and trucks for both freight and passenger transportation, expansion 
of telephone and electric service, and the introduction of radio and televi¬ 
sion have,in effect^ reduced distances and eliminated isolation. 
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TABLE I 
TOTAL POPULATION, MASSACHUSETTS 
Selected Years, 1870 - 1960 
YEAR TOTAL POPULATION 
1870 1,457,351 
1910 3,366,416 
1920 3,852,356 
1930 4,249,614 
1940 4,316,721 
1950 4,690,514 
1960 5,148,578 
Source: U. S. Census of Population, 1960, Massachusetts Inhabitants. 
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TABLE II 
RURAL-URBAN DISTRIBUTION OF POPULATION, MASSACHUSETTS 
Selected Years, 1870 - 1960 
YEAR 
URBAN RURAL 
POPULATION PERCENTAGE POPULATION PERCENTAGE 
1870 972,081 66.7 485,270 33.3 
1900 2,411,897 86.0 393,469 14.0 
1910 2,995,739 89.0 370,677 11.0 
1920 3,468,916 90.0 383,440 10.0 
1930 3,832,426 90.2 418,888 9.8 - 
1940 3,859,476 89.4 457,245 10.6 
1950 4,065,801 86.7 624,713 13.3 
1960 4,476,719 87.0 691,859 13.0 
Source: U, S. Census of Population, 1960, Massachusetts Inhabitants 
Note: The current urban definition would provide the following data: 
For 1950, 3,959,239, 84.4%, 731,275, 15.6%; 1960, 4,302,530, 83.6%, 
846,048, 16.4%. 
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TABLE III 
NUMBER OF PARKS, MASSACHUSETTS 
Selected Years, 1850 - 1959 
YEAR NUMBER OF FAR?6 
1850 34,069 
1860 35,601 
1870 26,500 
1880 38,406 
1890 34,374 
1900 37,715 
1910 36,917 
1920 32,001 
1925 33,454 
1930 25,598 
1935 35,094 
1940 31,897 
1945 37,007 
1950 22,220 
1954 17,361 
1959 11,179 
Source: 1959 Census of Agriculture, Volmae II, General Report, 
Number of Farms 
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Changes in £ood distribution have made the supermarket the food shop¬ 
ping center for farm people as well as for city people, with thousands of 
food items available for the selection; and many farm people are as depend¬ 
ent on the local retail food store for their supply of food as are their 
city cousins. Fewer and fewer city people now have relatives on the farm 
or personal e3q)erience with agriculture which would provide them with an 
understanding of this phase of the state's economy, even though the educa¬ 
tional level in general continues upward. Housing developments have con¬ 
verted vast areas of what was farm land into residential coesKinities, as 
many rural towns have as sinned the new function of bedroom suburb. 
Agriculture 
Changes in agriculture have also been great. If the status of agricul¬ 
ture is measured only in the classical measure of number of farms, the 
picture is one of great decline- In 1850, there were 34,069 farms in the 
Bay State; in 1880, 38,406. But by 1900, the total had moved down to 
37,715, and in 1920 when the market report was in its beginning, there were 
32,001 farms. Totals of 25,598 for 1930, 22,220 for 1950, 17,361 for 1954, 
and 11,179 for 1959 show the trend, in spite of seme teoporarv increases 
in the depression and war years. (25) 
However, reliance on numbers alone is misleading, for as the number of 
farms decreased, farms also tended to become larger. Agriculture became 
highly mechanized and efficiency underwent great increases- These factors 
determine the volume of product reaching market more than the nuaber of 
farms. In higher productivity, greater technological progress, gnxh larger 
investment, lower labor requirements, and higher over-all efficiency are 
found the real measures of the current state of Massachusetts agriculture- 
(26) The activities encompassed by the term "agricultureundervent a trans¬ 
formation also. The agricultural industry of today includes many of the 
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things that occur before production and are necessary for production as well 
as many that follow harvest, as farmers have delegated to others functions 
which they formerly performed themselves. Many of these functions are now 
performed off the farm and even considerable distances from it instead of, 
as formerly, on the farm or in close proximity to it. 
In numbers of farms and farmers there has been a decline and that is 
the popular view of the state's agriculture since the public's conception 
of agriculture does not yet include the off-the-farm activities which make 
up the modern agricultural industry. Agriculture in Massachusetts speaks 
with a less powerful voice, the listeners in the Legislature are fewer, and 
the percentage of people willing to support or even fight for the farmer's 
point of view is much smaller. State action and other action needed to meet 
farmers' needs are harder to attain. (27) 
Consumers and Their Food 
As more and more people moved to the cities and relinquished the oppor¬ 
tunity to produce food for themselves, and as more immigrants came to Massa¬ 
chusetts to build its railroads and work in its mills, the numbers of con¬ 
sumers of food increased. However, the advantages in terms of a new and 
greater market for the products of Massachusetts farms were not to last long. 
Improvements in transportation and refrigeration, new varieties of plants 
and livestock, developments in processing and freezing and other technolog¬ 
ical advances made it possible for distant growers to capture and hold 
markets in competition with growers living a few miles from Boston instead 
of a few thousand miles from the city. Nowhere has the effect of this 
development been more evident than in the case of vegetables, where Cali¬ 
fornia producers, for example, ship great quantities of produce to the 
Boston market in the course of a year. (28) 
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The development of the supermarket industry, and the provision of a 
wide range of packaging, processing, preparation, and other marketing ser¬ 
vices, for which the consumer has demonstrated a willingness to accept, have 
added importance to the purchase of food in forms which require less prepar¬ 
ation and work by the consumer. This has increased the disadvantage of 
fresh vegetables in the competition for the consumer's choice. (29) 
CHANGES IN THE COMMERCIAL VEGETABLE GROWERS 
There have been changes, also, in the characteristics of the commercial 
vegetable growers who make up the commercial vegetable industry of Massa¬ 
chusetts. Fewer growers are foreign born and committed to the methods of 
culture of the old country to the exclusion of new practices and ideas 
resulting from research, even though generally vegetable growers are some¬ 
what older than all farmers of the state. (30) Younger men have taken over 
some of the farms and are more receptive to new ideas and changes in prac¬ 
tices. Generally, there has been an increase in the level of educational 
attainment. Some of the present day operators are college graduates; many 
are high school graduates. 
More growers now view their farm operations as businesses, needing the 
application of good business methods for success, and recognizing that 
businesses are made up of procurement, production, and marketing phases 
with each requiring major attention of management. Confining attention to 
growing and letting someone elso do the marketing is declining. The comment 
"I just grow the stuff; let someone else take it from there" is heard far 
less often. While there is still much hand labor required in vegetable pro¬ 
duction, growers have invested heavily in machinery and power equipment. 
Tractors, trucks, power sprayers, irrigation systems, grading and packaging 
machinery all reflect the replacement of manpower with mechanized operations 
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Today's commercial vegetable grower is much more interested in getting 
assistance from research and education personnel and he has more assist¬ 
ance of this type available to him. Among the great advances in tech¬ 
nology are many in the vegetable area^ and there is a greater inclin¬ 
ation on the part of Massachusetts growers to take advantage of them.(31) 
The view of the future, especially that held by the older men, is 
not an optimistic one. Competition from other areas, problems in employ¬ 
ing labor at rates which growers feel they can pay, lack of any particu¬ 
lar interest by Massachusetts consumers in the fact the products are 
produced locally, except in the case of a few items such as sweet corn, 
encroachment of urbanization, greater attractions for young people off 
the farm all combine to add support to the view expressed to the author 
by a number of Boston area market gardeners that "I don't want my sons 
to stay on the farm. Let them find something better." They invariably 
also add; "It isn't like it was when I started in. It was a good life 
then." Many would differ in that view of the past, but this is their 
view today. It should be noted, however, that there are growers who 
have a confident view of the future, feeling that they can operate with 
the degree of efficiency needed to meet competition, and that under 
those conditions their nearness to market and the concentrations of con¬ 
sumers in Massachusetts are bound to provide them the opportunities they 
need for continued successful operation of their businesses. 
So the industry now includes a changed kind of commercial vegetable 
grower than in 1919. There is a combination of resistance to change and 
willingness to change, as well as other contradictory attitudes which 
make any clear cut chart of the future of the industry difficult to 
project. 
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CHANGES IN THE INDUSTRY 
The changes which occurred in Massachusetts since 1919 affected not 
only the characteristics of the individual commercial vegetable growers 
but also the commercial vegetable industry as a whole, and were reflec¬ 
ted in a variety of changes in the industry, a few of which will be 
considered. 
The growing city and urban population provided additional customers 
for vegetables, but at the same time these expanding populations en¬ 
croached on market garden areas in the vicinity of the major cities of 
the state, especially Boston. Conversion of farm acres to housing 
developments, and higher taxes on the land that remained put some farms 
out of business. The temptation to sell land for houselots became a 
most attractive one when balanced against the problems of continuing in 
business. Improved transportation and refrigeration facilities have 
brought greater competition from New Jersey and similar growing areas, 
and have made it relatively simple for Florida, California, and New 
Mexico produce, for example, to supply the needs of Massachusetts con¬ 
sumers . 
New varieties and strains of vegetables have pushed old Massachu¬ 
setts varieties from the scene and forced changes in production prac¬ 
tices to meet the different requirements of the new varieties which 
replaced them. Emphasis on quality by shippers from distant points has 
required Massachusetts growers to make changes in their harvesting and 
marketing practices in order to meet competition from these distant 
products which have had appeal to Massachusetts consumers. Interest of 
buyers in a continuing year-'round source of supply has tended to work 
against local producers, whose season is limited. Development of 
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produce packaging techniques, both by shippers at production points and 
by terminal packagers in the Boston area, has brought a revolution in 
the form in which vegetables reach the consumer. Adding convenience, 
and under most circumstances some aspects of quality retention, the 
consumer unit package has been promoted vigorously by chain and inde¬ 
pendent retailers, accepted by consumers, and has attained a status of 
the standard item in many retail outlets. Boston has become the major 
market in the country for packaged produce. (32) It was inevitable 
that packaging should also be introduced into operations on Massachu¬ 
setts commercial vegetable farms, although its introduction was slow, 
in small degree, and limited to a few products. It was inevitable because 
of the unfavorable price differential for unpackaged items, but the scale 
of operation, the range of products, and the promotion aspects necessary 
to take advantage of the price opportunities have not yet been real¬ 
ized. (33) 
Increased costs of production, coupled with increasing competition 
from other producing areas, have narrowed profit margins for fresh vege¬ 
tables from those that formerly prevailed in Massachusetts; and wise and 
informed marketing decisions became essential for continued solvency of 
vegetable farms. Even though mechanization replaced horse labor and 
man labor to a great extent, the nature of the vegetable business still 
requires more hand labor than most agricultural enterprises. Lack of 
domestic farm labor forced importation of seasonal workers, principally 
from Puerto Rico, in recent years. More diversification of crops charac¬ 
terizes the industry*s change and there is an increasing trend for more 
growers to combine production of flowers, plants, and shrubs with the 
production of vegetables. New and more serious pest problems have pro¬ 
duced other changes, as a whole new range of pest control methods has 
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evolved from the introduction of new and powerful chemicals to aid in 
control measures. Decreasing numbers of buyers and an increasing trend 
for deliveries of vegetables to by-pass the terminal market and move 
directly to warehouses of chains and other large retailers have reduced 
the producers' choice of market outlets. At the same time^ however, the 
mobility of the population has increased the importance of local and 
roadside marketing. 
THE MASSACHUSETTS COMMERCIAL VEGETABLE INDUSTRY TODAY 
A 1960 report (34) of a study of the Massachusetts vegetable indus¬ 
try provides a relatively current picture of the industry, the operators, 
their acreage, the distribution of vegetable farms in the State, and 
the intensity of commercial operations. The study shows approximately 
1,750 commercial vegetable growers in Massachusetts (1958 data), and a 
production of 29,230 acres of commercial vegetables. That figure was 
revised to 28,060 in later data from the New England Crop Reporting 
Service. This, however, does not change its significance in the context 
used in this discussion. Approximately half of the growers were full¬ 
time operators and they produced 85 per cent of the acreage of vege¬ 
tables. Almost half of the growers had less than five acres of vege¬ 
tables per grower, while the 400 growers who had 20 or more acres of 
vegetables each operated on 74 per cent of the vegetable acreage. 
Commercial Vegetable Areas 
There are three major vegetable-producing areas in the State. One 
is in the northeastern section; another is in the southeastern section; 
and a third is in the Connecticut Valley. These are commonly referred 
to as the Middlesex-Essex area (some people call this the Boston area. 
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since it is not far from Boston and traditionally has been the produc¬ 
tion area for the Boston market), the Bristol County area, and the 
Valley. Some people prefer to list four areas, separating the Middle- 
sex-Essex counties area into two separate areas. The 1960 report referred 
to above favors the three-area description; and for the purpose of com¬ 
pleteness of statistics includes in the Western Region the production 
in Berkshire, Hampshire, Hampden, and Worcester counties; in the North¬ 
east Region, the production in Essex, Middlesex, Norfolk, and Suffolk 
counties; and in the Southeast Region, the production in Bristol, 
Barnstable, Pl3miouth, Dukes, and Nantucket counties. On that basis, 
the report allocated the growers and acreage in the following manner: 
Northeast Region - 578 growers, 13,359 acres; Southeast Region - 385 
growers, 7,207 acres; and Western Region - 787 growers, 8,644 acres. 
Production 
Data on production, yield, and value of the vegetable crop are not 
available.for many of the years since 1919, as it was not until 1949 
that the New England Crop Reporting Service (35) began reporting on 
more than potato, onion, and asparagus in the vegetable areas in Massa¬ 
chusetts. However, data available for the years since 1949 are sufficient 
to indicate the change that has occurred. In general, since 1919, acres 
harvested have declined as has total production, while yield per acre 
has increased, with this increase greater in the most recent years. 
Acres harvested in 1949 totaled 33,150. (36) There was a decline to 
31,120 acres in 1952, to 27,650 acres by 1957, and to 26,450 acres by 
1959. Figures on acres harvested for the most recent three years are: 
1960, 26,020; 1961, 25,030; and 1962, 25,440. (37) See Table 4 for 
further details. 
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TABLE 17 
:-- ——■-—-« 
VALUE OF CROP, 1949 
a —- 
- 1962 
ACRES PRODCCnOS YIELD 
YEAR HARVESTED PER 1,000 CWT PER ACRE TOTAL VALUE 
1949 33,150 3,010 91 Set A'/ailable 
1950 33,630 3,105 93 Sot Available 
1951 33,610 3,159 95 Sot Available 
1952 31,120 3,077 100 $16,626,000 
1953 30,570 2,972 99 13,750,000 
1954 29,450 3,777 96 13,030,000 
1955 28,290 2,628 94 13,361,000 
1956 27,850 2,640 96 13,660,000 
1957 27,650 2,655 97 15,133,000 
1958 28,060 2,770 100 13,140,000 
1959 26,450 2,469 95 12,725,000 
1960 26,020 2,588 101 13,636,000 
1961 25,030 2,549 102 13,625,000 
1962 25,440 2,611 103 14,237,000 
Source: Mas sachnsetts Vegetable Crops, 1963 Planting Intenticns, 1962 
Acreage, Yield, Seascnal Average Prices Valae - With His¬ 
torical Co«partsCHS, United States Departnett or A^riccXtcre, 
Statistical Research Service, Sev Eaglj?T:id Crcp Sepcrtirg Ser¬ 
vice, and Mass aches etts Deparrnent of Agriculture cooperating, 
Boston, 1%3- 
Kote: Biere were revisions in the data previcosly issued for the years 
1955 throngh 1959. 
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Intensity of Operations 
There is much variation in the intensity of vegetable farm oper¬ 
ation. Some commercial vegetable producers are full-time commercial 
farmers who produce vegetables in combination with other crops such as 
flowers, fruits, nursery stock, and potatoes. (38) Others are part- 
time growers and there are also some retired growers who still produce 
vegetables. Also, there are institutional growers producing limited 
quantities of vegetables at schools, hospitals, and prisons within the 
Commonwealth. The 1960 report previously cited showed that less than 
one-third of Massachusetts' commercial vegetable growers are full-time 
operators, but they produce two-thirds of the state's vegetable output. 
Part-time and retired growers produce only 12 per cent of the total 
production, although they make up half of the total number of producers. 
Institutional growers are relatively few in number and a minor part of 
the state's vegetable industry. 
As a group, vegetable growers were found to be somewhat older than 
all the farmers in the state, but the growers of larger acreages were 
generally young men. Most growers plant only small amounts of individual 
crops, although they plant a number of crops. The average is five kinds 
of vegetables per farm. This small size of units prevents the use of 
some labor-saving equipment, as well as rules out specialized farm pack¬ 
ing and processing equipment. 
Few of the growers operate with no labor other than their own, 
although a quarter of the producers have no labor except their own and 
unpaid family help. As the farms got larger, tlicrc is more dependence 
on hired labor and less is done by members of the family. Migrant 
labor, especially Puerto Rican, is an important factor on the larger 
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farms. The 1960 report also showed that there are significant year-by- 
year variations in the yields of the individual vegetables produced^ but 
average yields per acre for the state have been relatively stable. 
Other Comparisons 
The 1960 Foster-Thomson study includes data from an earlier study 
(39), which provides additional indications of change. Comparison of 
the New England Crop Reporting Service's grower schedule data for 1954 
with the data derived from the 1958 study (on 1960 report), showed a 
29 per cent decrease in grower numbers, but total acreage of vegetables 
harvested remaining about the same. As might be expected, the decline 
in numbers of growers was less among the largest growers. They also 
increased their acreage by 10 per cent. 
Changes In Practices 
How well growers have adapted to the changes in the industry varies 
greatly. Some growers have been inclined to resist change and to con¬ 
tinue to follow practices of the past; others have been quick to make 
changes. An idea of the problems for growers produced by changes, 
especially for those who have been slow or reluctant to recognize the 
changing times and make needed changes, is found in a report in the 
Spring 1960 Newsletter of the Boston Market Gardeners Association. (40) 
Under the heading, "Improving Faneuil Hall Market," the report tells of 
a meeting of the Association's Executive Committee and Marketing Com¬ 
mittee with prominent comnission agents in the Faneuil Hall Market for 
discussions of the problem of improving the market for vegetable crops. 
Several ideas from the discussion were cited as likely to better the 
conditions on the market and these are listed as follows: 
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"Try to cooperate with your commission man and help him 
to sell your crop. Too many growers feel that they 
have done their job when the truck is loaded at the 
packing shed. Keep your man informed of what you have 
coming along and when to expect it. Talk with him 
about the qualities he can sell and the type of package 
desired. 
"Pack a good package^ one the storekeeper can make a pro¬ 
fit on. At one time, the buyer did not have much choice 
but to buy native vegetables in our season, but now we 
have competitive produce in our market most all the 
time, and the buyer does have a choice. A good reliable 
package, the same from top to bottom, will not deceive 
the buyer. Stick to good quality, even on a short 
market. 
"Standardize our packages. Our crops are going to 
market in too many kinds of packages. We also need 
some standard weights on many kinds of produce. You 
can buy tomatoes in packages that weigh from 20 to 
28 pounds. How much cabbage should there be in a 
crate or box? The stores sell it by the pound, so we 
should have some standards. We must do better in our 
packages and our standards if we are to compete. 
"Establish a good reputation in the market. This calls 
for being consistent in our grades and packages. The 
growers with the good reputation have little trouble 
selling their crops. 
"Keep the Number 2 produce out of the market when prices 
are low. It does not help the grower nor the commission 
man to sell a basket of Number 2 tomatoes for 50 cents. 
All that does is make the market worse. Many times 
Number 2 produce lands in the market when proper train¬ 
ing of help would have left it in the field where it 
belongs. It costs too much to handle and grade poor 
produce. 
"Mark packages when your commission man feels it will 
help. There are some situations where it may not be 
an advantage. In most cases, it should be good enough 
that you are proud to put your name on it." 
These admonitions to growers were based on problems existing with 
their produce and indicate some of the reasons why local produce has 
difficulty bringing top prices in competition with products from other 
areas which are rigidly selected and graded for quality. At least a 
few indicate a failure to change practices to meet changed needs and 
conditions. 
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CHANGES IN THE MARKET 
There have been many far-reaching changes in the Boston wholesale 
food markets^ some of which have had direct effects on the Massachusetts 
vegetable grower and on his need for market news reports. These 
changes have been comparable with changes which have occurred in other 
markets in the United States, as changes in production, processing, 
transportation, refrigeration, food distribution, and consumer practices 
have introduced new and different ways of procuring and providing the 
needed foods. 
Frederick E. Cole in his report on "Trends In Food Marketing and 
Their Importance To New England" (41), presented a clear picture of 
some of these changes nationally. He depicted the reductions in time 
between shipper and retailer, the decreased loss due to waste, the 
improved condition of produce on retail counters, and measures directed 
to improved marketing and marketing services, although he emphasized 
that these are not true completely in the fruit and vegetable industry. 
The trend toward combination of market functions is continuing to encom¬ 
pass more individuals and more functions. Operators all the way from 
growers to retailers are becoming larger operators with more extensive 
operations. The number of market men who concentrate on one function 
alone is decreasing rapidly. 
Cole pointed out that the direct shipment of fruits and vegetables 
from shipping point to retail stores, processing plants, and eating 
establishments is the most outstanding development in fruit and vege¬ 
table marketing. It is a growing practice not only of distant shippers 
but also producers who are located within the consuming areas that they 
service. Old and relatively inaccessible markets give added impetus to 
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this change. In his description of the handicaps that face the older city 
markets, Cole listed the following: (1) Location deep in the city with 
traffic congestion making access for cars and trucks difficult; (2) In¬ 
adequate areas for warehousing and truck movement, aggravated by trailer 
trucks from distant producing areas; (3) Older buildings with limited 
space for modern quality control methods, processing or packaging oper¬ 
ations, and high costs of modernization; (4) An increasing proportion of 
merchandise moved directly from shipping points to retail store warehouses 
and retail stores; (5) Fewer buyers as supermarkets have replaced smaller 
stores and store delivery by truck jobbers has increased; (6) Higher 
costs of operation aggravated by inefficient locations; and (7) Separate 
markets with high costs of transfer. 
These Changes are Found In the Boston Market 
All of these characteristics apply to the Boston market, and as 
changes of this nature have occurred their seriousness has been intensi¬ 
fied by other local deficiencies. Early market opening, long market 
hours, congestion which delays movement from farm to market, lack of a 
central market where buyers can get a complete supply, lack of display 
and selling area, all have contributed to a decline in the number of pro¬ 
ducers and the volume of produce that goes to the Boston market. There 
has also been a significant decrease in the number of producers shipping 
to the Boston market from nearby areas, as real estate developments took 
many of the farms which had supplied the Boston area in the past. These 
changes reduced the supply on the market which came from local sources 
and had possible effects on the market news coverage. Many local pro¬ 
ducers have direct delivery arrangements with chains, large independent, 
and other retail outlets. Many also sell on a retail basis at stands 
and roadside markets of their own. 
I 
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However, as Cole pointed out in his report, there continues to be 
a substantial and adequate quantity of fruits and vegetables which can 
be moved to advantage through a city wholesale market, and up to the 
present time at least, this is borne out in the Boston market. The city 
market can provide a direct service in the moving of this produce through 
the market. It provides, in addition, indirect service of extreme im¬ 
portance in moving produce throughout the area on the basis of the prices 
which are established in the city market, and which are reported in the 
market news service. 
Changes in the market generally have reduced the number of producers 
and the volume of produce from local farms, produced a merging of functions 
by operators in the market, reduced the amount of business on which market 
price reports are based, and lessened the chances of new modern facili¬ 
ties to replace outmoded, scattered, inadequate market facilities. All 
of these changes have" made the problem of providing adequate market in¬ 
formation which reflects the market situation even more difficult. 
MARKET OUTLETS 
Of much importance in this consideration of market reporting is the 
selection of market outlets by commercial vegetable producers in Massa¬ 
chusetts. The 1960 report previously cited showed that commission houses, 
direct sales to consumers, and chain store warehouses are the three 
major market outlets for Massachusetts-produced vegetables among the 
wide selection of market outlets which are available to growers. Approx¬ 
imately one-third of the vegetables were sold through commission houses 
(1958 data). About a fifth were sold by the producer directly to family 
consumers, with an equal amount marketed to retailers, including retail 
food stores, chain store warehouses, and other roadside stands. Some of 
these roadside stands were farmer-operated and some were operated by 
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non-farmers. Generally, large growers tend to use commission men in 
selling their products more so than do small growers. Large growers 
also favor chain store warehouses and packagers. On the other hand, 
small growers make more use of wholesalers and jobbers, country buyers, 
and retail food stores. It is the medium-size grower who makes the most 
use of farmers' markets. The absence of any large cooperative market¬ 
ing agencies which can consolidate and market the offerings of a number 
of small growers makes size of operation the major determiner of the 
type of market outlet used. 
The 1960 report showed that commission houses were the most import¬ 
ant outlets for growers in southeastern Massachusetts. Farmers' markets 
and country buyers rated high in the western part of the state. In the 
northeast area, the area of most concern in this market reports study, 
chain store warehouses and food service establishments (42) rated high. 
It should be kept in mind that farmers in all areas used a variety of out¬ 
lets and very few were restricted to one. For commercial vegetable 
growers operating on a full-time basis, commission houses and chain 
store warehouses were major outlets. Growers producing a diversified 
output did more marketing through direct selling to consumers and through 
retail stores and jobbers. Older growers tended to be more concerned 
with producing the crop and less with the marketing of the products; and 
they are more likely to favor the older and more traditional types of 
market outlets. Younger men, on the other hand, seem to give more atten¬ 
tion to the marketing of their products and make more use of the outlets 
which require new and changing methods. These include chain store ware¬ 
houses, retail stores, food service establishments, and packagers. Sell¬ 
ing directly to consumers also requires a dynamic marketing program. 
Additional information on the outlets for growers can be derived from 
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the 1960 report. It showed that very few of the state's growers sell 
their vegetables through only one kind of outlet. Seven per cent use four 
or more different kinds of marketing outlets. 
A comparison of data in the report and data from a cooperative United 
States Department of Agriculture and Massachusetts Department of Agricul¬ 
ture study of market outlets in 1948 (43) provides another basis for com¬ 
parison. This comparison showed that there had been no change in the 
relative importance of commission men and wholesalers as outlets for 
Massachusetts-produced vegetables during the 10 years. Direct selling to 
consumers increased, as did sales to chain stores. Of less importance 
were farmers' city markets and independent stores. 
THE BOSTON MARKET 
Against that state-wide picture, it is now desirable to consider in 
more detail the market outlets involved in the Boston market, since it is 
the market report for that market which is the subject of this study. (44) 
The Boston Wholesale Market For Perishable Foods 
Boston is the principal regional wholesale food market in New England, 
with food supplies coming to Boston from all parts of the United States, 
as well as from foreign countries, and receipts being distributed to all 
parts of New England and to parts of Canada. Boston does not have a 
centralized market where the different parts of the wholesale food indus¬ 
try can operate in one location. The Boston wholesale market is, instead, 
a number of widely separated market areas; and there is much cross-hauling 
with resultant extra handling costs and losses in time. There have been 
some major improvements in recent years in parts of the market, notably 
the wholesale meat market, but efforts to develop a central market have 
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been unsuccessful, and there has been no appreciable improvement in the 
facilities for handling fresh fruits and vegetables, particularly produce 
received from nearby farms. 
Failure in the years before World War II of the projected Boston 
Regional Produce Market in Cambridge has been blamed on the unwillingness 
of individual producers to relinquish their historic system of trucking 
produce to what they termed established wholesalers in the Faneuil Hall 
Market area. Lack of agreement on the development of a central market in 
the South Bay area in the 1948-1950 period was another lost chance to 
improve the market facilities for produce. Making a political football 
of the Market Authority, reluctance of Faneuil Hall operators to change 
location, pressure of Boston real estate interests, and decisions not to 
develop the Central Artery through certain sections of the market area, 
which would have forced changes, have been blamed. 
Currently, in connection with the redevelopment of Boston (45), an¬ 
other study is underway regarding the possibilities of centralizing whole¬ 
sale food marketing. A move from the Faneuil Hall area is being forced 
by development of a civic center area on one side and plans for develop¬ 
ment of the Atlantic Avenue waterfront area on the other. The report of 
this study has not been released yet, but it seems likely that the South 
Bay area will again be designated as the best choice for the relocation 
of market facilities. Notable among the recommendations in the most re¬ 
cent study of ways to modernize the market facilities is the decision that 
no special farmers facilities will be provided. Officials of the United 
States Department of Agriculture, who have conducted the study and who 
are now preparing the report, have indicated that nearby farmers wanting 
to sell on the new facility would do well to get together, hire a selling 
agent, and rent space just as any other dealer will do. This view has the 
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support of at least one major market gardener, who told the author of this 
thesis that he doubted very much if more than a few growers would be inter¬ 
ested in using the market to do their own selling in a farmers' section, 
and he could see no use in trying to get special facilities provided for 
farmers. (46) 
The Different Market Areas 
At present, the wholesale business in perishable foods involves a 
number of wholesale markets, each located in a different section of the 
city. (47) Much of the fruits and vegetables shipped in from distant 
points go to the Boston Market Terminal, or the Produce Terminal, as it 
is more generally known. Considerable fruits and vegetables from distant 
points go to the Boston Fruit Auction, one of the few successful produce 
auctions still in existence in the United States. Both the Market Terminal 
and Fruit Auction are located in the general area of the railroad yards 
of the New York, New Haven, and Hartford Railroad. Many of the potatoes 
arriving at Boston go to a special potato market in Charlestown in the 
yards of the Boston and Maine Railroad. Many of the watermelons and grapes 
received at Boston are sold from rail yards in part of the New York, New 
Haven, and Hartford Railroad yards off Northern Avenue. 
Meat is marketed in two principal locations -- the new meat terminal 
in the Newmarket Square - Southampton Street area, and in the older 
Faneuil Hall Market meat section. The fish business is done mostly at 
the Fish Pier, off Northern Avenue, with some business still being conduc¬ 
ted at an older location on Atlantic Avenue, which was the city's fish 
market and from which some dealers refused to move when the new Fish Pier 
was constructed. Locally-produced fruits and vegetables, with which this 
thesis is most concerned, are marketed principally in the Faneuil Hall 
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Market area in inadequate, out-dated facilities. Some local producers 
market their own products in a street area reserved for them by law. 
Significance of the Boston Wholesale Market 
The Boston vdiolesale market in total, and the various market areas 
which make it up, are of much importance in the New England food distri¬ 
bution pattern. This pattern radiates from Boston to a considerable ex¬ 
tent for a large volume of the total food sold each year. Boston whole¬ 
sale markets regularly serve an area extending north and northeast to 
include Maine, New Hampshire, and the eastern provinces of Canada. The 
area extends south to include Cape Cod, much of Rhode Island, and parts 
of Connecticut, and west and northwest to take in central and western 
Massachusetts and a large area of Vermont. (48) In this distribution 
area, there are a number of cities which have wholesale dealers who get 
part of their food supplies by rail and truck directly from producing 
areas. However, an important part of their supplies comes from the Boston 
market. It is estimated that at least 10 million to 15 million people 
are served by the Boston wholesale food market. 
There is an important factor for which the Boston market is vital, and 
which is often overlooked in discussions of the distribution of products 
from Boston to the other parts of New England. The Boston market has a 
major role in determining prices at which food is sold. Sales at the 
various market areas which make up the total Boston wholesale food market 
determine the wholesale prices, although there are influences from markets 
outside of New England which also have a major influence on the prices, 
especially over a period of time. These wholesale prices are an important 
factor or basis in the determination of retail prices. Prices paid for 
merchandise sold on the Boston market are also used for price determin¬ 
ation in transactions outside the market and for shipments of food that 
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by-pass the market in direct delivery to warehouses and retail store receiv¬ 
ing centers. 
The Faneuil Hall Market Area 
The Faneuil Hall Market area is the location of many different kinds 
of firms, performing many different functions, and operating in many 
different buildings, with many different kinds of facilities. It is the 
principal wholesale market area in Boston where retail buyers can obtain 
a nearly complete line of perishable foods to meet their needs. (49) It 
has been described as a wholesale distributive center for fruits, vege¬ 
tables, meat and packing house items, dairy products, poultry, eggs, dry 
grocery items, coffee, fish, and many other products. It also includes 
some retail firms. In 1950, about 400 individual and corporate firms 
occupied facilities for wholesale handling of food products in the Faneuil 
Hall Market area. This number has been substantially reduced in the past 
f 
10 years. (50) 
The Produce Business 
Large amounts of produce move by truck directly to stores in the 
Faneuil Hall Market area and are unloaded at the stores. Some produce 
arrives by rail consigned to dealers at Faneuil Hall and must be hauled 
from team tracks in the railroad yards to the stores in the Faneuil Hall 
Market area. Local farmers and market gardeners sell in an open space in 
South Market Street between Merchants Row and Commercial Street. During 
the season for locally-grown vegetables, some farmers arrive at the market 
from 9:00 to 11:00 p.m. the night before the market day. Others arrive 
about 2:00 or 3:00 a.m. These farmers are there to do their own selling 
and they usually stay on the market until their loads are sold. The 
selling and delivery of farm produce continues sometimes until the middle 
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of the morning. There are no standardized hours of business observed by 
either dealers or farmers in the Faneuil Hall Market area. Most of the 
wholesale houses open for business about 6:00 p.m. during the siammer months 
and about 1:00 a.m. during the winter. Closing hours are at irregular 
times, usually determined by the time at which the buyers leave and the 
time at which deliveries are conqileted. 
Function of the Market 
The Faneuil Hall Market area functions as an outlet for nearby fruits 
and vegetables as well as for other products; and this local vegetable 
operation is conducted on the vdiolesale level. The produce is brought or 
sent to firms operating in the market by the farmers who produce it. The 
merchandise is purchased from the farmers by the market firms and trans¬ 
ferred in smaller lots to other firms which further distribute it. It 
should also be remembered that there is some produce sold directly from 
their trucks by producers; and that most of the market firms perform more 
than one function between the producer and the consumer. 
In 1963, a total of 44,144 carlots of fruits and vegetables were re¬ 
ported as being received at Boston. Of this total, 5,506 carlots were 
received by truck by wholesalers, jobbers, commission houses, and other 
handlers in the Faneuil Hall Market area from producers in nearby areas 
of New England for movement to retail stores and other outlets. Receipts 
included substantial amounts of many of the fruits and vegetables produced 
in Massachusetts and New England. Most of the receipts were from Massa¬ 
chusetts producers, with significant amounts from Maine, New Hampshire, 
and Rhode Island. (51) 
Types of Buyers 
Principal classes of buyers who operate on the Faneuil Hall Market 
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include jobbers, buyers for independent retail food stores, buyers for 
chain stores, brokers purchasing for out-of-town jobbers or retail outlets, 
wholesalers, hotel, restaurant, hospital, and institution suppliers, and 
the armed forces. The definition of a firm as performing a certain 
function in the classical use of the term does not reveal the entire pic¬ 
ture, as the combining of functions has resulted in strange mixtures of 
functions being performed by the same firm. However, the following list¬ 
ing of types of firms operating on the market will help to indicate the 
kinds of buying and selling operations which take place and the types of 
buyers and sellers involved. 
Farmers - Bring products which they have produced to the market, 
either to sell themselves, or to have another marketing 
firm do the selling for them, or to deliver to the place 
of business of a buyer. They may have the products 
delivered to the market for them, instead of transport¬ 
ing them in their own vehicles. 
Commission Men - Receive and sell fruits and vegetables for pro¬ 
ducers, receiving a part of the price as their fee or 
commission. 
Wholesalers - Resell to others fruits and vegetables which they 
have purchased from producers or other shippers. 
Brokers - Purchase products in the market for both in-town and 
out-of-town customers who prefer to have the buying job 
done for them and are willing to pay for this service. 
Independent Retailers - Go to the market to buy supplies of pro¬ 
duce for their retail food stores. 
Chain Store Buyers - Buy produce in the market to supplement that 
which is delivered to the warehouses and stores of local, 
regional, and national chain store organizations. 
Truckers - Buy produce in the Faneuil Hall Market area and sell 
it to other wholesale markets. 
Jobbers - Purchase fruits and vegetables for resale in smaller lots 
to retailers. 
Selling Agents - Do the selling job for farmers although they do 
not have a store in the market. 
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Institutional Suppliers - Firms that purchase products for hotels, 
restaurants, and institutions. Some institutions have 
their own buyers make purchases on the market. 
Processors - Purchase supplies for packaging, freezing, peeling, 
slicing, and other preparation processes. 
Peddlers - Buy relatively small lots for peddling to consumers. 
Out-of-Town Wholesalers and Jobbers - Purchase produce for resale 
in more distant areas. 
The firms on the Faneuil Hall Market perform many functions and many 
firms perform more than one function in the marketing of the produce. A 
few growers sell their own produce during part of the year. They take 
the fruits and vegetables to the market area by truck and deal with the 
buyers there, performing most of the selling functions themselves. Other 
farmers take their produce to wholesalers known as commission men who do 
the selling job for them, for which they deduct a commission from the 
market price. There are also receivers who buy produce for resale on 
their own account. There are brokers who buy for customers located in 
the city and for customers at more distant points. There are chain store 
buyers vho purchase for their own stores, and there are other groups buying 
for special uses. 
When the producer who sells his own produce makes a sale, the buyer 
may take possession of the produce right away for delivery to his store 
in his own or in hired trucks. Or, the producer may be expected to 
deliver the produce to the buyers' stores. 
Other produce reaches the market in addition to that which is pro¬ 
duced in New England. Some dealers buy fruits and vegetables at the 
Produce Terminal after it reaches Boston from distant points by rail or 
truck. They transport this produce from the Produce Terminal to their 
places of business in the Faneuil Hall Market area and sell it from there. 
Some long distance trucks come directly to the places of business in the 
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TABLE V 
UNLOADS OF FRUITS AND VEGETABLES AT BOSTON. 1962 
In Carlot Equivalents 
COMMODITY RAIL TRUCK TOTAL COMMODITY RAIL TRUCK TOTAL 
Apples 
Apricots 
Artichokes 
Asparagus 
Avocados 
Bananas 
Beans 
Beets 
Blueberries 
Broccoli 
Brussels Sprouts 
Cabbage 
Cantaloups 
Carrots 
Cauliflower 
Celery 
Cherries 
Chinese Cabbage 
Green Com 
Cranberries 
Cucumbers 
Eggplant 
Escarole> Endive 
Fruits, N.O.S. 
Garlic 
Grapefruit 
Table Grapes 
Juice Grapes 
Greens 
Honeydew Melons 
Lemons 
Lettuce*Romalne 
Limes 
Mangoes 
118 1278 1396 
4 0 4 
36 6 42 
115 116 231 
15 22 37 
133 2337 2470 
48 588 636 
2 102 104 
0 115 115 
148 27 175 
5 11 16 
299 1113 1412 
910 13 923 
674 255 929 
131 214 345 
929 285 1214 
141 2 143 
3 22 25 
305 698 1003 
0 44 44 
55 857 912 
1 102 103 
27 197 224 
5 0 5 
0 2 2 
647 346 993 
974 56 1030 
289 0 289 
18 162 180 
151 29 180 
373 1 374 
2815 494 3309 
0 19 19 
0 3 3 
Misc..Berries 
Mlsc. Citrus Fruit 
Misc. Herbs 
Mixed Citrus Fruit 
Mixed Decld. Fruit 
Mlxed-Mlsc. Melons 
Mixed Vegetables 
Mushrooms 
Nectarines 
Okra 
Onions 
Green Onions 
Parsnips 
Peaches 
Pears 
Green Peas 
Peppers 
Persimmons 
Pineapples 
Plums-Prunes 
Pomegranates 
Potatoes 
Piimpklns 
Radishes 
Rhubarb 
Spinach 
Sqxiash 
Strawberries 
Sweetpotatoes 
Tangerines 
Tomatoes 
Turnips-Rutabagas 
Vegetables, N.O.S. 
Watermelons 
0 2 2 
6 24 30 
7 39 46 
292 0 292 
51 0 51 
110 5 115 
955 0 955 
0 1164 164 
85 2 87 
0 1 1 
656 722 1378 
14 89 103 
0 43 43 
116 1128 1244 
662 12 674 
82 16 98 
289 543 832 
2 0 2 
9 43 52 
319 12 331 
16 0 16 
4665 5907 10572 
0 26 26 
7 145 152 
9 34 43 
182 224 406 
4 719 723 
212 147 359 
17 323 340 
90 121 211 
1528 582 2110 
95 346 441 
0 1 1 
674 532 1206 
TOTAL 22123 21991 44144 
Source; Fresh Fruit and Vegetable Unloads In Eastern Cities. By Commodltles-t 
States, and Months - Calendar Year 1962. Market News Branch, Fruit 
and Vegetable Division, Agricultural Marketing Service, United 
States Department of Agriculture, Washington, D.C., 1963. 
Note; N.O.S. means Not Otherwise Identified. 
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TABLE VI 
THE FANEUIL HALL MARKET AREA. BOSTON. 1962 
In Carlot Equivalents 
COMMODITY 
/ 
CARLOTS COMMODITY CARLOTS 
Apples 1055.3 Leeks 5.9 
Asparagus 193:2 Lettuce-Romaine 307.7 
Beans 144.4 Mushrooms 7.3 
Beet Greens 7.3 Onions 1.3 
BeetSijc'-s 90.7 Parsley .':37.3 
Blueberries 28.0 Parsnips 27.0 
Broccoli 24.6 Peaches 8.9 
Broccoli-Rabe 18.8 Peas 6.8 
Cabbage 613.4 Peppers 123.5 
Chinese Cabbage 15.5 Potatoes 175.3 
Carrots 150.8 Pumpkins 34.4 
Cauliflower 58.5 Radishes 106.1 
Celery 53.3 Raspberries 0.1 
Chicory 61.1 Rhubarb 40.0 
Co Hard Greens 14.6 Scallions 90.2 
Com 425.5 Spinach 73.1 
Cranberries 41.2 Squash 771.7 
Cucumbers 156.0 Strawberries 21.0 
Dandelions • 23.9 Swiss Chard 9.4 
Eggplant 15.8 Tomatoes 480.8 
Escarole 61.5 Turnips 13.6 
Kale 5.0 Watercress 6.5 
Leeks 5.9 
TOTAL 5506.3 
Source; Annual Summary of Nearby Produce, Boston. 1952. Massachusetts Depart¬ 
ment of Agriculture, Boston, Mass., 1963. 
Note; Conversion tables of United States Department of Agriculture Fruit 
and Vegetable Market News Office at Boston were used in converting 
receipts to carlot equivalents. 
Note; While all receipts are indicated as being received at the Faneuil 
Hall Market Area, the totals include some direct deliveries to 
chain store warehouses which bypass the Faneuil Hall area. 
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Faneuil Hall Market area. Some firms have shipments arrive by rail instead 
of truck and have to truck their products from the rail yards to the 
market. 
The term commission man usually refers to an operator who has a 
store in the market area and receives shipments of fruits and vegetables 
at that store. There are, however, other types of handlers who operate 
on a commission basis who do not have stores. Some of these handlers use 
their own trucks. They collect produce from three, four, or more farms in 
the country, take it to Boston and sell it. Then they pay the producer 
the price received minus the fee for the services performed in the selling 
of the products. Other handlers rent sidewalk space and operate only 
during the season when large supplies are coming from nearby New England 
production areas. They receive produce brought to them in Boston, have 
it unloaded on their sidewalk space by the trucker, and then sell it. 
Still another type of operator is the truck jobber. He buys a wide 
variety of supplies from firms in the market and from farmers at the 
market and delivers them to the smaller retail stores. He functions as 
a specialized buyer for the small store operators who do not find it 
convenient to leave their stores and go to Boston to purchase their own 
supplies. 
CHANGES IN THE BOSTON MARKET 
The handicaps which face the older city markets described earlier (52) 
have application to the Boston market. It is located in the city where 
truck and car access are hampered by congestion. There are inadequate 
storage and truck movement areas. Buildings are old and there is little 
space for the facilities needed for modern and efficient handling. Streets 
are narrow and crowded. Costs of operation are high. There are separate 
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markets with added transfer costs. The effects of these disadvantages 
on use of the market can be identified in a review of the indicators of 
market activity; and there are data available which provide a measure of 
the change. United States Department of Agriculture Marketing Research 
Report Number 515, issued in January, 1962 (53), reviews 30 years of 
change. The following analysis of these years of change is based to a 
considerable extent on those data. 
Volume of Business On the Boston Market 
While the study which this report describes did not review develop¬ 
ments since 1919, it does show that there was a big decline in the volume 
of fruits and vegetables passing through the Boston wholesale market be¬ 
tween the 1927-1932 period and the 1957-1960 period. Totals for the 
former years ranged from 53,000 to 56,000 carlots, but for the 1957-1960 
period the volume ranged from 40,000 to 45,000 carlots. This reduction 
of about 14,000 carlots resulted mostly from two changes. Thirty years 
ago, there was a substantial import business, mostly in potatoes, turnips 
from Canada, and bananas from Central America, which amounted to about 
7,000 carlots per year. This is gone. There was another decrease of 
about 5,000 carlots in annual receipts of nearby produce; and that change 
is of special significance to this market news study. Between 1928 and 
1933, there were about 800 farmers selling on the market during the season 
for nearby produce. In recent years, the number was only 25 to 50. Cur¬ 
rently on the Boston Faneuil Hall Market, about 15 to 20 farmers sell 
their own produce on the market in the June 15 to October 12 period; 
about 10 to 15 from October 12 to January 1; and only 5 to 10 in the 
January 1 to June 17 part of the year. (54) Estimates of those shipping 
to the market but not doing their own selling fall in the following 
ranges: June 17 to October 12; 30 to 35; October 12 to January 1; 25; and 
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January 1 to June 17; 15 to 20. These figures probably include some 
duplication and may indicate even more than are active on the market, 
but they well illustrate the decline in numbers that has occurred. 
Data on receipts of produce at the Boston Market Terminal, since 
its establishment in 1927, showed an upward trend, ranging from the 
first year's 11,000 carlots to the 1936 total of 16,000, and the 1947 
volume of 21,000. There was then a decline from 1947 to 1951, a slight 
^ rise in 1952, declines in 1953 and 1954, and a relatively stable level 
since 1954. Volume on the Boston Fruit Auction has also declined, as 
many shipments of fruit by-pass auctions and move directly to warehouses, 
and as the change from fresh to processed citrus fruit consumption 
occurred. Boston's auction has shown less decline as a result of tomatoes 
being sold at auction. (55) 
This United States Department of Agriculture report also showed that 
direct receipts and total sales of wholesalers increased between 1936 
and 1947, but had declined substantially by 1958. Direct receipts by 
chain stores were about the same in 1936 and in 1947, but increased 
about 12 per cent between 1947 and 1958. 
Market Firms 
Similar changes have been evident in the numbers of firms doing busi¬ 
ness on the Boston market. Figures in the 1939 and 1948 Produce-Packer 
Yearbooks. and in the 1958 Fresh Yearbook Issue of the Packer (56) show 
a decline in total number of wholesale fruit and vegetable firms in 
Boston from 220 in 1939 to 188 in 1958. The number of receivers went 
from 114 In 1939 to 93 in 1958. Jobbers showed a change from 60 to 43. 
Repackers and prepackagers increased from 8 to 18; brokers decreased from 
19 to 13. Generally, the number of firms with less than half a million 
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TABLE VII 
NUMBER OF FIRMS. BOSTON WHOLESALE PRODUCE MARKET 
IN 1939. 1948. AND 1958 
TYPE OF FIRM 1939 1948 1958 
Receiver, Cocnission Merchant 114 
t 
92 93 
Jobber 60 30 43 
Repacker, Prepackager 8 15 18 
Truck Jobber 0 0 3 
Importer 3 1 1 
Shipper 5 6 4 
Broker 19 14 13 
Buying Broker 4 2 3 
Distributor, Sales Agency 5 10 9 
Auction 2 1 1 
Chain Store Organization 6 5 6 
Wholesale Grocer 5 7 2 
TOTAL 231 183 196 
Total Number of Firms Minus Chain 
Store Organizations and Wholesale 
Grocers 220 171 188 
Source; Produce Packer Eed Book, 1939 and 1948; and Fresh Year Book Issue. 
The Packer. 1958, as included in The Oreanization of the Wholesale 
Fruit and Vegetable Market In Boston. Marketing Research Report 
No. 515, United States Departaent of Agriculture, Washington, D.C., 
1962. 
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dollars of sales per year declined, while the number with sales of a 
million dollars or more per year increased. 
Facilities 
No significant improvements have been made in the Faneuil Hall market 
facilities. Construction of the Central Artery with links to expressways 
has made access to the market vicinity easier, but congestion still 
stifles the market area itself. Large trailer trucks, smaller trucks, 
automobiles, hand carts, even an occasional horse and wagon, combined 
with piles of produce that overflow from the cellar stores into the 
street, compound congestion and confusion in the narrow streets. Develop¬ 
ment of the Federal-State Civic Center will greatly change the character 
of the area and bring many thousands of office workers to the center 
which will adjoin the market. This will add more traffic. Redevelop¬ 
ment plans for the Atlantic Avenue waterfront area will bring further 
complications; and it now appears likely that there will have to be a 
change of location for the wholesale firms operating in the Faneuil Hall 
Market area. Construction of the modern meat terminal at Southampton 
Street put modern methods and facilities into part of the overall whole¬ 
sale market. Terminal and fruit auction facilities are not much differ¬ 
ent from what they have been in recent years. 
Declining Importance 
In summary, it appears that the Boston wholesale market, in all of 
its sepparate parts, is less important as a factor in food distribution 
from a volume-of-receipts and number-of-firms basis. Scattered, out-of- 
date, and difficult to reach, the parts of the market do not attract the 
business they formerly did. Space, cost, and attitude hinder change of 
location and modernization. Direct shipping which by-passes the terminal 
market is a major factor in tl\e decline in importance. 
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Faneuil Hall Market^ a section of the over-all wholesale market^ and 
the traditional outlet for locally-grown produce^ typifies the deficien¬ 
cies of Boston’s market in their extreme. What is true for the other mar¬ 
kets in this respect is more true of the Faneuil Hall Market area. The 
marketing of locally-produced vegetables in this area has shown a big de¬ 
cline. Fewer growers^ alternative market outlets outside the city^ 
difficulties in reaching the market in Boston, and other factors have 
/:ontributed to this decline. 
The decline in importance of the market in the areas cited in some 
respects has increased its significance in another area -- as a determiner 
of price. Activity at the wholesale level on the Boston market has a vital 
place in determining the price of food in New England; and price patterns 
show a close relationship to what happens on the market. (57) The de¬ 
clining volume of receipts of nearby produce and the greater dependence 
on its sale as a pricing mechanism adds a disturbing factor to the current 
situation. While the volume has not fallen to so small a total as to 
result in the pricing difficulties which occur on the wholesale egg 
market at Boston, where minimum quality of the surplus can determine 
prices, there are serious questions of whether the volume and qualities 
of vegetables sold are sufficient to provide the needed base for deter¬ 
mining prices which have repercussions all through New England. 
.IV*. IMPLICATIONS OF THE CHANGES ON THE NEEDS FOR MARKET NEWS 
What are the implications of these changes on the needs for market 
news? There are a number of major importance and some of these will be 
examined as they relate to the market news on vegetables. 
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More Complex Businesses Require Even Better Market News 
Larger vegetable farms with more complex business operations have 
brought an increased need for more, not less, accurate, unbiased infor¬ 
mation on market conditions and activity, and data on supplies, demand, 
qualities, and prices. Production and marketing decisions depend on the 
market. The larger capitalization and higher costs of operation make 
marketing mistakes costly and even disastrous. Modern day commercial 
vegetable growers cannot operate their businesses successfully without 
the business information essential for wise management decisions. Market 
news that is correct and adequate makes up a major part of this needed 
business information. 
Time Is Vitally Important 
The developments in transportation and communication which, in 
effect, reduced time and distance have brought the need for rapid dis¬ 
semination of market news. Vegetable growers now have alternative 
markets available to them; and if conditions on one market are more 
favorable for the product being marketed than on another, the choice can 
be made. However, the grower must know of these market conditions with 
a minimum of time Involved, Modern methods of communication are essen¬ 
tial for the transmission of market news. There is a saying that nothing 
is more perishable than news, and this is especially applicable to 
market news. 
Transportation advances, together with developments in refriger¬ 
ation, have opened tlic nearby market to products from distant growing 
areas; and the advantage of location in far less valuable than at times 
in the past. Even within the State of MassachusottH, marketinga in one 
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area are of significance to growers in another area. Shipping point and 
production area market news are needed to make rational marketing deci¬ 
sions possible. 
The tendency of growers to by-pass the Boston market and deliver 
their vegetables to warehouses of chain and other retailers^ or to retail 
stores and institutions, and also to sell them directly to consumers at 
roadside stands removes the opportunity for the producer to find out at 
first hand what is happening on the market. Adequate market news infor¬ 
mation is vital for these operators for formulating marketing decisions 
and for determining prices. Some growers combine these types of market¬ 
ing with shipments to the Boston market. They, also, need good market 
information to determine which outlets offer them the advantage at any 
particular time, and to check on the returns they receive. 
Accessibility of the Information 
It is one thing to have the best market news information available 
on the Boston market, but another to have it in the hands of those who 
need it, at the time they need it, and in the form in which it will bo 
of most value to them. There seems to be a direct correlation between / 
the amount that can be put into the market report and the speed with which 
the information can be disseminated. The greatest speed dictates the 
least amount. In utilizing radio, for example, as a means of dissemin¬ 
ation only the highlights can be presented in the limited time available, 
and it might be added, in time that is made available in the most un¬ 
favorable time segments, (58) The same relationship applies inversely 
to the printed report. It can provide much detail but it has the slowest 
speed of dissemination. Newspaper reports fall between the two extremes 
cited and meet neither the completeness nor tlic speed requirements very 
effectively. 
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Influence of Agriculture 
The decreasing percentage of people in Massachusetts involved in 
production agriculture, the almost total disappearance of the farmer- 
legislator, the non-recognition of the agricultural industry as a more- 
than-farra-production factor of great significance to the economy of the 
state increase the difficulty of getting changes and improvements in 
market news service provided by public funds. In fact, these factors 
are likely to make it extremely difficult to retain the service already 
in existence. 
Non-Exclusiveness of Dissemination 
With utilization of radio and television, wholesale market news goes 
to a wide and diverse audience. It is heard by consumers as well as by 
commercial vegetable growers, and leads to complaints by consumers about 
the retail prices which they pay in the retail food stores for vege¬ 
tables. Their limited knowledge of the costs of transporting, holding, 
and merchandising lettuce, for example, makes a retail price of 29 cents 
per head seem exhorbitant when the wholesale price for the day which 
they heard on the radio was only $2.75 for a crate of 18 heads. This 
situation has disturbed both growers and retailers, and dampens encourage¬ 
ment of more market news on mass media outlets. 
In general, growers need more and better market news information, 
more rapidly available and disseminated, and more suited to the changed 
needs of their businesses, their markets, and their problems. The 
changes which have occurred since 1919 have produced these changed needs 
and at the same time have made it more difficult for an ever smaller per¬ 
centage group of the population to gain the necessary changes in a service 
that is of benefit to them. 
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-V. THE MAItKET REPORT 
Against this backgroiind of history and change, the market report 
itself can now be considered in some detail, so that its contents, cover- 
age, preparation, distribution, and use nsay be viewed in relationship to 
the needs and the changes in those needs. 
CHANGES IN THE REPORT 
It is to be expected that there were socae changes in the report, 
its dissemination, and use in the years since 1919, as a result of the 
changes in the economy, the industry, and its markets. These will be 
examined as a prelude to close scrutiny of the report as it exists today 
and how it meets the current needs for the service it attempts to pro¬ 
vide. 
Innovation Was Introduced Early 
It was only two years after the establishment of the report in 1919 
that, in the Department of Agricultizre *s anniial report, there was recog¬ 
nition of a new means of conmunication, which was to provide another 
dimension to the dissemination of market news information. Radio had 
taken its place as a means of getting Kassachusetts market information 
to farmers of the State. 
In a report jointly authored by Cocanissioner Arthur W. Gilbert and 
Markets Division Director Willard A. Munson, the advance in co«aunica- 
tions and what it meant to fanners was described in this way: 
"Since the farmers * educational agencies have been engaged 
in promoting better production methods, there has been a 
continually growing problem of how to market the extra 
production brought about through the improved methods 
which they have advocated. The answer to this question 
lies largely in the farmer's interest and observance of 
influences and conditions wiiich govern his market .Unlike 
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most producers^ the fanner is not in close communi¬ 
cation with his market. The grower is the last to 
receive word of market changes, and this has been 
increasingly true as production has moved farther from 
the large growing consuming centers. Although there 
have been tremendous advancements in the development 
of communication, it was not until the introduction of 
radio communication that the grower has been brought 
into close contact with his market. 
'*The common complaint of the farmer is that market 
news is past history by the time he receives it. He 
is continually demanding news at the time it is 
happening. Broadcasting by radio has this possibility. 
Through its use there is no reason why producers 
should not know the latest weather prospects, the 
selling price of his product in the morning's market, as 
well as the general condition of the market, such as 
price trends, the supply, and the iiK>vement of the 
product. 
"With the complete development of radio communication, 
sufficient facts will be available to the grower, who is 
now shipping without timely knowledge of market conditions, 
to determine within reasonable limits what are to be 
his returns." 
The report of the Division of Markets emphasized that "the radio 
broadcasting of weather, crop, and market information has constituted the 
outstanding development during the past year in market news dissemination 
in New England." It continued: 
"Timeliness has always been emphasized as one of the essentials 
to an efficient market reporting system. The utilization 
of the mailing system often delays the information to 
the farmer 36 to 48 hours. The employment of the daily 
press has been hailed as a real improvement, especially 
when reports on the morning markets have been carried 
by evening editions. However, radio offers the greatest 
opportunity to lessen the time between the hour when the 
market has been determined and the time it is now 
reported to the producer. The benefits to be derived 
by radio are unlimited, but like every new discovery, 
patience must be exercised until perfection can be 
attained." 
Radio Provided Needed Rapid Market News Dissemination 
Since radio provided such an essential factor for market news report¬ 
ing - speed of dissemination - and still is a major factor in the dis- 
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semiiiation of infomation on the Boston Famers Produce Karket, attention 
will be directed to sone developments concerning radio and the market 
report. 
The first broadcast of market information in Kassachusetts was made 
by the Westinghouse Electric and Manufacturing Corporation on April 24, 
1922. It was made possible through the courtesy of the Hew England Home¬ 
stead (59), which paid the cost of transmitting a telegram from Boston 
to Springfield, This service operated until Hovember when it was dis¬ 
continued. 
The 1922 Market !few£ Broadcast Schedule 
Considerable use was made of radio outlets for broadcasting a 
variety of market news information, including reports on fruits and 
vegetables, in the 1922 radio schedule. There was a 10:30 a.a. broadcast 
of the weather forecast from the American Radio and Research Corporation 
station at Medford Hillside. At 1:30 p.a. daily except Saturday (and 
Sunday), the Boston Farmers Produce Market Report together with the 
weather forecast was announced by this station. On Mondays and Thursdays 
of each week, the United States Department of Agriculture "Agrigrams** 
were announced by this station. At 6:00 p.m., the Boston Wholesale Fruit 
and Vegetable Market, the Boston Butter, Cheese, and Egg Market, and the 
Boston Dressed Meat Market reports were presented daily except Saturday. 
The Brighton Livestock Market Report was repeated daily except Satiirday 
at this time. Station WCK at Clark University in Worcester broadcast the 
Worcester Farmers Produce Market Report (60) daily except Saturday at 
5:30 p.m. The station also presented the United States Department of 
Agriculture "Agrigrams" and the weather forecast at 5:15 p.m. 
The Westinghouse Electric and Manufacturing Company continued carket 
news service. The agricultural market reports were broadcast at 7:45 p.m. 
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The Springfield Farmers Produce Market was broadcast daily except Satur¬ 
days and was furnished to the radio station by the Massachusetts Depart¬ 
ment of Agriculture representative at Springfield. The Boston portion 
of the program included the Boston Wholesale Fruit and Vegetable Market^ 
the Boston, Butter, Cheese, and Egg prices, the Brighton Livestock 
Market Report, and the Boston Farmers Produce Market Report. The market 
information was transmitted to Springfield through the courtesy of the 
New England Homestead. 
In addition to the market news, "The New England Weekly Crop Re¬ 
port", issued by V. A. Sanders, Agricultural Statistician for the New 
England states, was broadcast. Four New England radio stations carried 
this report. They were WGI at Medford Hillside, Massachusetts at 6:00 
p.m.; WCN at Worcester, Massachusetts, at 5:30 p.m.; WBZ at Springfield, 
Massachusetts at 7:45 p.m.; and a station at Hartford, Connecticut at 
7:50 p.m., on Saturdays. 
Newspapers Continued To Provide Outlets 
In spite of the emphasis on radio dissemination of the market 
information, newspapers continued to occupy a major place in the market 
news program. The Boston Farmers Produce Market Report with its listing 
of wholesale prices for fruits and vegetables received by farmers was 
provided daily to the Associated Press. On Thursdays, the Brighton 
Livestock Market Report and the hay and grain prices provided by the 
Boston Chamber of Commerce were included. The Manchester Union at Man¬ 
chester-, New Hampshire, the Courier-Citizen at Lowell, Massachusetts, and 
the Morning Mercury at New Bedford, Massachusetts carried the Boston 
market news regularly. The summaries of the Worcester and Springfield 
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markets were carried in the newspapers in those cities. Special informa¬ 
tion on the apple markets at Boston, New York, Philadelphia, and Liverpool 
was carried by the Springfield Republican. 
Mimeographed Karket Reports 
The Boston Farmers Produce Market Report was mimeographed daily ex¬ 
cept Saturday (and Sunday) and sent to a mailing list of about 400 farm¬ 
ers who provided postage. The market reporting service at Boston was 
maintained throughout the year and the report was on a year-’round basis. 
The Worcester and Springfield wholesale produce markets were reported only 
from July 1 to December 1 for some time, and the mimeographed reports 
were available only during part of the year. The diminishing importance 
of the mail-distributed memeographed market report was reflected in a 
comment in the Department of Agricultxxre report for 1927: 
'T!he increasing use of radio and the newspapers as a means 
of disseminating market reports has decreased the impor¬ 
tance of the mailed reports to some extent. 'Rie mailed 
reports in Springfield have been discontinued because it 
has been possible to supply the needs of the local producer 
by other means." 
Establishment of the New England Radio News Service (61) 
One paragraph in the ifassachusetts Department of Agriculture's report 
for the year ending on November 30, 1928, described a development which 
was to have a vital effect on the dissemination of market news during the 
years when radio farm programs were at their height. Laurence A. Bevan, 
then Director of the Division of Markets, reported that: 
"An important step in disseminating information about 
prices and supplies was taken in the fall when the 
United States Department of Agriculture and several 
of the New England States joined to form a market 
news service by radio. This radio broadcast goes out 
on Stations WBZ and WBZA three times during the day - 
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10:30 a.m., news flashes on the livestock market; 
12:30 p.m., Boston Produce Market, egg, and butter 
prices and receipts and any special items; and 
6:15 p.m., special Information on certain nights 
and combines speakers on agricultural subjects 
rather than giving price reports alone." 
This was the start of the New England Radio News Service, a cooper¬ 
ative Federal-State-agricultural-organizations agency which provided 
agricultural radio service to New England radio stations for two decades. 
(62) The radio dissemination of market news in New England reached its 
high point with the development of this cooperative program. The service 
provided will be examined in more detail. 
Early-Morning Report On a Regular Basis 
An increase in emphasis on the early-morning broadcast of the market 
prices featured the year ending November 30, 1940 (63), as the Division 
of Markets continued to publish daily market reports five days a week 
for the Boston, Worcester, and Springfield wholesale markets. Comment¬ 
ing on the early-morning radio reports, the Director of the Division of 
Markets said: 
"For the first full year, the Boston Wholesale Fruit and 
Vegetable Report has been broadcast from Station WEEI at 6:45 
a.m. and from Station WBZ at 6:55 a.m. Thus, 1940 has been 
the first year when farmers could get up-to-the-minute 
prices before starting the work in the fields. The whole¬ 
sale prices are again broadcast at 12:15 and 1:30 p.m. 
The number of stations carrying the report has increased 
and it is reaching thousands of additional listeners." (64) 
In the year that ended on November 30, 1942, Walter E. Piper, 
Market Investigator of the Division of Markets, reported that market 
reports were issued regularly covering the wholesale trading on the 
Boston, Springfield, and Worcester farmers markets. As far as dissem¬ 
ination of the information was concerned, the emphasis again was on the 
early-morning radio broadcasts. Said Piper: 
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"In Boston, the reports have been distributed through 
mail and early-morning radio broadcasts. These early- 
morning broadcasts have proved to be a very effective 
method of getting the information to farmers quickly. By 
special arrangements with the stations, the reporter 
telephones them from the market about about 6:30 a.m., 
giving the latest news which is broadcast within 15 to 
20 minutes. Springfield and Worcester reports are 
distributed through the daily press and broadcasts." 
Further Satisfaction With Early-Morning Radio Reports 
The next two years saw little reference to market news in the 
reports of the Division of Markets, expect comments on the early-morning 
radio broadcasts of the Boston market report and additions of information 
to the report. In the 1943-1944 report, the following statement appeared 
"Arrangements for broadcasting these prices on early- 
morning radio programs have proved very satisfactory. 
The-reports are on WEEI at 6:15 a.m. and on WBZ-WBZA 
at 6:50 a.m." 
In the 1944-1945 report: • 
"Frequent additional information has been carried in 
the Boston report. This has dealt with the interpret¬ 
ation of government regulations, and the report has 
carried up-to-date information on price ceilings for 
fruits and vegetables and eggs." 
New England Radio News Service To Work With All Stations Equally 
The operations of the New England Radio News Service with its empha¬ 
sis on complete farm programming on WBZ-WBZA, including strong emphasis 
on market news in the program content, underwent a change in the 1945- 
1946 year. The service provided by this cooperative Federal-State-farm- 
organization agency had given WBZ-WBZA the most complete and effective 
farm market report service, as well as provided other features for the 
station's farm programs. This service had started at the beginning of 
radio and developed over the years. The relative exclusiveness of the 
service to WBZ-WBZA disturbed officials of WEEI which was then embarked 
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on a campaign to improve its early-morning audience, even though its cover¬ 
age area was more limited than that of WBZ-WBZA (65). An official com¬ 
plaint by WEEI to officials of the United States Department of Agriculture 
brought about a review of the work of the New England Radio News Service. 
Conditions had changed since 1921, when radio was first used for 
market news broadcasts, and also from 1928 when the New England Radio 
News Service was established. When the service was started, there were 
few radio stations in New England and only a few of those interested in 
farm broadcasting on more than a nominal basis. WBZ-WBZA were clear 
channel high power stations with a regional audience, the Westinghouse 
Company was interested in market news broadcasts, and the outlets and times 
provided were excellent for the broadcasts. By 1945, however, there were 
many more radio stations in operation; and due to Federal Communications 
Commission emphasis on public service broadcasting, nearly all of these 
stations wanted farm service and were presenting farm programs of one sort 
dr another. 
So, it was decided that the New England Radio News Service would 
discontinue its programming service to WBZ-WBZA and serve all New England 
radio stations, with members of the staff appearing only as guests on 
farm programs rather than carrying on a daily schedule of actual broad¬ 
casting. (66) 
Commenting on the situation, the Division of Markets report (67) for 
the 1945-1946 year stated: 
'Tlie plan for broadcasting prices during the early-morning 
hours has now become a leading feature of this phase of 
our market news service. The time on WBZ was changed 
during the year from 6:50 to 6:35 a.m. Station WEEI con¬ 
tinues the market news at 6:40 a.m. Station WHDH is now 
broadcasting the market report between 12:30 a.m. and 1:00 
p.m.There has been a change in the work of the New 
England Radio News Service from programming for WBZ to 
serving all stations without doing any broadcasting.'^ 
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There had been an extension of radio dissemination of the market re¬ 
port during the year and this was noted in the following manner: 
"During the year there has been a large extension in radio 
coverage due to the fact that the New England Radio News 
service now covers 82 stations; and also due to the fact 
that the Boston Wholesale Produce Market prices are tele¬ 
phoned to five different radio stations and even more 
during the season when native products are in heavy supply. 
This means quicker coverage so that the morning prices go 
out to many thousands of listeners throughout New England." 
The New England Radio News Service Goes Out Of Existence 
Resignation of the Director of the New England Radio News Service, 
the increasing number of local radio stations with farm programs, and the 
difficulty in getting needed financial contributions to support the 
regional service resulted in termination of the New England Radio News 
Service during the year that ended on June 30, 1952. (72) The passing 
of this market news oriented organization, which at one time controlled 
about a million dollars worth of free radio time, emphasized the growing 
conviction that the heyday of market news had been reached in New England 
as far as radio dissemination was concerned. 
Commenting on the developments in the report of the Department of 
Agriculture for the year ending June 30, 1952 (68), the Director of the 
Division of Markets stated: 
'•With the abandonment of the New England Radio News Service, 
an opportunity appeared for more direct news from the Massa¬ 
chusetts Department of Agriculture to be furnished to the 
radio stations. That still remains an unfinished business. 
With more personnel in the Department of Agriculture, the 
various farm programs throughout the Commonwealth could be 
furnished with fresher farm news than has ever been possible 
before. 
'*Most of the farm programs have been pushed to a very early hour, 
due to the great increase in television reception in Massachu¬ 
setts. All Massachusetts radio stations contacted have been 
extremely cooperative and we have taken advantage of the 
opportunity to present various radio stations with substantial 
quantities of fruit, flowers, and vegetables to inspire the 
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use of more free time and mentioning the availability of 
various crops. The general public is getting more and 
more dependent on radio and television and it is only 
through those media that the public is made aware of the 
periods of the year when our local crops are at their 
peak of quantity and quality." 
This statement is significant because it marked a change in the atti¬ 
tude of Department of Agriculture officials regarding the use of radio. 
Market news dissemination no longer was the important aim. Instead, the 
promotion of Massachusetts farm products became the dominant theme of the 
Department's service to radio stations. 
Wartiirie Effects On the Report 
A few of the effects of World War II on the market report seem worthy 
of notice in this review of the report and its development. In the Depart¬ 
ment of Agriculture's report for the year ending June 30, 1944 (69) it 
was pointed out that "A special feature of this past year, in connection 
with the Boston Farmers Produce Market Report, has been additional inform¬ 
ation, carried as occasion required, interpreting government regulations 
such as price ceilings, restrictions on the use of materials and supplies, 
and other information in connection with government orders arising from 
the war emergency." This effort was spelled out in more detail in the 
Department's report for the previous six-months period. In a report for 
the period from December 1, 1942 to June 30, 1943 (70), the Director of 
the Division of Markets reported that: 
"The impact of the war and resulting necessity of price con¬ 
trol has brought many new marketing problems to Massachusetts 
producers of farm foods. During February, 1943, the Office of 
Price Administration found it necessary to make the first 
move toward control of prices of fresh vegetables. Such 
control is beset with many problems, because of the violent 
fluctuations in price of such perishable crops and because of 
the wide range of prices normally in effect reflecting the 
difference in values between grades, sizes, and quality and 
condition of the product, as well as the seasonality of Its 
production. 
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"Because of those many problems, this Division has been called 
upon to supply information regarding market quotations and 
costs of products to be used as a basis for the establishment 
of ceiling prices. Much work has been done on this in co¬ 
operation with fruit and vegetable growers associations and 
reports have been made to the Office of Price Administration 
on these investigations. 
"Throughout all of this work, the Division has had in mind the 
necessity of price regulating authorities making certain that 
ceiling prices should be established at sufficiently high 
levels so that production can be maintained." 
Reaction To the Market Reports 
There have been some indications over the years in the reports of the 
Massachusetts Department of Agriculture of the reaction to the market news 
service by the people for whom the reports are provided; but there has 
been a decided lack of definitive information either in the reports or 
in the Department on this subject. No real comprehensive survey apparently 
has ever been made to determine such things as the use, the value, and the 
attitude toward the report by users. 
In the year ending November 20, 1923, the Department reported that 
"the market news service of the Division of Markets has been materially 
strengthened by the establishment of an all year'-round service in Worces¬ 
ter and Springfield." Some indication of the reception of the report was 
included (71) as follows: 
"The Boston Farmers Produce Market Report has been published 
daily except Saturday (and Sunday) as in former years and 
reports from growers and nuirket men indicate that valuable 
service is being rendered. The chimge from a six-months 
basis (at Worcester and Springfield) was brought about by 
those benefited wl\o saw the dtsiidvantages of a temporary 
service and recognited the urgexit need for daily market 
reports ... Producers are reallting that a more complete 
understanding .‘xnd kixowledge of the factors which operate 
to determixxe the selling price of their goods is txeccssixry 
for a profitable return for their labor. The market 
reports issued by the Department give accurate iixforwatIv'u 
to producers aixd to all others iixterosted oi\ market pricv'>s. 
the supply, deuuux'.l, and movemt'xxt of iigricultural prvHluv'ts." 
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Another estimate of the value of the market reports was included in 
the Department's report for the year ending on November 30, 1925 (72): 
"The daily releases of our market reports are guides to many 
growers and buyers in carrying on their business." 
The policy of distribution was explained in this way: 
"The policy of distributing market reports only to those 
who subscribe an amount sufficient to cover postage is 
maintaining our market news service on a sound and satisfac¬ 
tory basis. Waste is avoided and those who have charge 
of the work are assured of the interest of their readers. 
A wider distribution is obtained through other outlets: 
"A rather wide distribution not easily estimated is also 
obtained for our reports through the Associated Press 
and through the daily papers in Worcester and Springfield." 
Still another comment on the value of the reports was included in 
the comments of Frederick Waugh, who had become Director of the Division 
of Markets by the time the Department's report for the year ending Novem¬ 
ber 30, 1926 (73) was issued. He said: 
"The market reports of the Division have a reputation for 
being reliable. Anyone in the state who is interested in 
current market information and prices can get up-to-date 
information from trained market reporters. The result is 
that farmers are able to ship to market at the most favor¬ 
able time and consumers are able to adjust their buying to 
the best advantage. Accurate market reports have been in¬ 
strumental in lessening the suspicion frequently associated 
with the commission houses. Farmers are now in close touch 
with market prices.'^ 
Commenting on developments in vegetable marketing. Division of Markets 
Director Waugh pointed out that: 
"Figures for recent years show that the competition from 
outside producing areas has been growing more important 
during the local producing season. This is due largely 
to the fact that other producing regions have developed 
certain varieties adapted to market demand and have graded 
and packed them in such a way that the market prefers them 
to the local products.'^ 
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Poll Taken To Determine Value Of Reports 
Little is found in the Department's records and reports regarding 
market news reports for the years 1931 through 1938. However, in 1939, 
there was a report of a poll taken to find out the interest in the reports. 
That year's annual report (74) pointed out that market reporting has been 
a function of the Division of Markets for a long time and the service has 
been modified from time to time to meet the needs of changing conditions. 
The mailed report has given way largely to the newspaper report and more 
especially to radio reports. Ninety-two per cent of the farmers have 
I 
radios and radio reports are available at 6:30 a.m. and 12:15 p.m. The 
highlights of the market at 6:30 a.m. have proven of distinct advantage 
as they represent actual going prices at the moment. 
Commenting on the check-up on the value of the reports, the Director 
of the Division of Markets reported as follows: 
"The Division recently conducted a poll to ascertain 
the value, timeliness, and use of the market report from 
Boston. It is found to be practically impossible with 
the present mail and train facilities to deliver reports 
much beyond the City of Boston on the day they are 
printed. Several ideas for improvement were suggested and 
as far as possible they have been adopted. The Worcester 
and Springfield market reports have excellent circulation 
by newspaper and over the radio." 
A Review Of the Department's Market News Work 
In the report of the Department for the year from July 1, 1946 to 
June 30, 1947 (75), Walter Piper reported as follows on the Division of 
Markets work in the market news area: 
"Daily reports on the Boston, Worcester, and Springfield 
wholesale produce markets were issued throughout the year. 
Indications are that growers and the trade are relying 
more and more on the early-morning broadcasts of these 
reports because of the prompt type of information that 
is thus available. These broadcasts have been continued 
on approximately the same schedule as in effect during 
the past few years. Under this schedule they are aired from 
Stations WBZ-WBZA at 6:35 a.m. and from WEEI at about 6:40 a.m." 
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'*The noon service inaugurated last year as a new feature 
on Radio Station WHDH has been maintained regularly, with 
the market quotations being a feature of the New England 
Farm Hour. On this program, the quotations are broadcast 
at about 12:55 p.m. each day. 
”An increasing effort has been made to utilize the daily 
market reports as a means of carrying additional inform¬ 
ation on crop and market trends, interpretation of 
government regulations, and other related matters. 
"Distribution of the Worcester and Springfield reports 
has been carried on largely through the daily press in 
those cities, supplemented by radio broadcasts. Additional 
requests have been received from several cities in Western 
Massachusetts for the Springfield prices and facilities 
have been made available to them whereby they can receive 
these in mimeographed form and by early-morning telephone 
reports. 
'*The special apple market report service of this Division 
has been operated on a full schedule during the marketing 
season. Reports are issued twice a week from August through 
November and on ,a weekly basis from then until the close of 
the marketing season in April. 
"...In addition, it (the New England Radio News Service) 
releases a daily market report covering all farm products, 
which goes out over Associated Press and United Press 
wires." 
More On the Department's Market News Work 
More on the Department's work on market news was included in the 
report of the Division of Markets for the year ending June 30, 1948. The 
report pointed out that the Division of Markets is always engaged in pro¬ 
ducing market reports in peace and war, in inflation and depression, and 
now after a generation of these reports, there is a background of price 
patterns covering all phases of the economic picture. (76) The report 
pointed out that over 25 years ago, it was found desirable to have whole¬ 
sale price quotations for all locally-grown fruits and vegetables in 
Boston, Worcester, and Springfield. During the years, effort was made to 
drop the Worcester report, but the demand for that report was too great 
to be overlooked. It was pointed out, also, that the Springfield market 
-75- 
is not so much dominated by the Boston prices as is the Worcester market; 
and the Springfield price report is necessary for an increasing number of 
growers in the western part of the state. 
No Detailed Description of Boston Market News Work 
The report of the Department for the year July 1, 1953 to June 30, 
1954 (77) contains nothing on the Boston market report, but does devote 
considerable space to a detailed description of the Springfield market, 
how it operates, and how the Department's market reporter covers the 
market. This year's report and others describe the coverage of the 
Springfield Market. Other reports describe the work at Worcester. De¬ 
tailed information for Boston market reporting work is not found. 
Roadside Stand Operators Qiiestioned On Report's Value 
A check with roadside stand operators on the value of the report is 
referred to in the Department's annual report for the 1954-1955 year (78), 
but little detail is provided on the findings. Louis A. Webster, Director 
of the Division of Markets, made these limited comments; 
"During the recent fiscal year, we sent out a questionnaire to 
a list of roadside stand operators, asking about -the effec¬ 
tiveness of our market reports. The replies were extremely 
interesting, naturally with some criticism; but the interesting 
part of it was that the questions, including samples of our 
reports, finally brought about a 10 per cent increase in our 
subscription to that report." 
Efforts to find the questionnaires, a report of the survey, or any 
data regarding this evaluation effort proved of no avail at the Department. 
As nearly as can be determined, no written summary was ever made and the 
questions and replies were thrown away. 
Market Reporting Problems and Developments 
The report of the Department for the year ending June 30, 1956 is an 
interesting one in its mention of a number of market reporting problems and 
several new developments. 
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Emphasis On Shipping Point Information 
The Department report points out that, in response to requests of 
growers and the trade, the shipping point market information service in 
the Connecticut Valley was continued with a slightly increased coverage, 
beginning in August and running through April. This service provides 
regular daily quotations on potatoes, which are wired each night by the 
Department's reporter to the Boston office of the United States Depart¬ 
ment of Agriculture's Market News Service. From there, the information 
is put on the leased wire of the United States Department of Agriculture 
and made available at all points on their 11,000 mile system. This has 
the advantage, not only of giving the potato industry up-to-date informa¬ 
tion on trends in the potato market in the Connecticut Valley area, but 
also aids materially in publicizing the importance of Massachusetts-grown 
potatoes to the trade throughout the entire country. 
Relationships With the United States Department of Agriculture 
Market Reporters 
The situation on market news reporting as it involves state and fed¬ 
eral agencies differs in Boston from the general pattern of the rest of 
the country. The Massachusetts Department of Agriculture market reporter 
reports receipts and prices of nearby fruits and vegetables and the United 
States Department of Agriculture market reporter reports on produce shipped 
in from other points. In other parts of the country, the city produce 
market report is usually a cooperative State-Federal one, when both agen¬ 
cies are reporting the market in the city. 
In this year's annual report of the Department there is this comment: 
"Mr. Callahan on the Boston market not only reports prices, 
but also receipts of Massachusetts fruit and vegetables, 
and these cumulative figures have great value going back, 
as they do, for 30 years. He cooperates closely with the 
two Federal reporters who report all out-of-state produce. 
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"It has been considered desirable for the Federal and State 
market reporters to print separate reports for various reasons. 
One is that the local farmers have little interest in 80 
per cent of the shipped-in produce; another is that the 
state report is always mailed before noon and available to 
newspapers and radio stations at 11:00 a.m. Tentative 
prices are released to radio stations as early as 6:00 a.m." (79) 
A Summary of the Market Report Mailing List 
Data on the make-up of the mailing list for the Boston Farmers Pro¬ 
duce Market Report was included in this Department report also. It stated 
as follows: 
"The Springfield reporting office is more of a service to 
newspapers and radio stations and the farmers' market. The 
Boston report is mailed to anywhere from 255 to 300 at 
various times of the year. The subscription price is $3.50 per 
year to cover the mailing cost. 
"^As of December 20, there were 225 on the mailing list in¬ 
cluding 40 complimentary. There were also 60 seasonal 
subscribers not on the December mailing list. The mailing 
list includes all of the New England states, New York, New 
Jersey, Ohio, Michigan, Virginia, Florida, as well as one 
copy going to Quebec. 
"Massachusetts, of course, has the lion's share of the subscribers, 
but 22 copies go to Maine, 19 to New Hampshire, 12 to Rhode 
Island, and four each to Connecticut, New York, Ohio, and 
Vermont. A total of 80 copies go to dealers in the various 
states and 65 copies go to members of the Boston Market 
Gardeners Association. About 25 are sent to various Exten¬ 
sion Service offices and other governmental agencies in 
franked envelopes. Several newspapers and radio stations 
send messengers to the office for market reports and most 
of the Boston stations receive them either by mail or 
messenger, and some stations, including one in Portland, Maine, 
receive the report by telephone.'^ 
Thus it has been that, in the years since 1919, the report of the 
Boston Farmers Produce Market has continued to take information on happen¬ 
ings in the market to the people interested. In the form of a mimeographed 
report, it has provided data on supplies, sales, prices, qualities, etc.; 
and this information has been disseminated first by mail and then by 
mail and radio to growers, market men, and others over a wide area. 
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Changing market conditions, war, expansion of the Division of Markets ac¬ 
tivities, and state economy drives have had their influences and effects 
on the make up, distribution, and effectiveness of the report. 
VI . THE MARKET REPORT TODAY 
The market report as it exists today will now be considered, in order 
that the picture may be complete for the evaluation that follows. 
Description of the Report 
The report is entitled "Boston Wholesale Produce Market Report" (80) 
and is mimeographed in black ink on white paper 8^ x 14 inches in size. 
It has a masthead in blue ink which includes the Commonwealth of Massa¬ 
chusetts seal, the title of the report, and the information that it is pub¬ 
lished daily by the Division of Markets, Massachusetts Department of Agri¬ 
culture, 41 Tremont St., Boston 8. The telephone number, LAfayette 3-2050 
is included as well as a statement in parenthesis, "(Boston Market Garden¬ 
ers Association cooperating". (81) 
There are three major elements in the report. The first might be 
termed General Information and includes the usual data on the date and 
volume and number of the report, a statement of weather conditions at 
6’:00 a.m. in the market area, a five or six line general review of receipts, 
market activity, and demand, with mention of items deserving special 
comment because of supply, demand, price, arrival date of first offerings 
of the season, or some similar significance of those items in the day's 
market. A statement of what the prices represent, what the receipts rep¬ 
resent, and identification of the symbols used to indicate price advances 
and declines since the previous report complete the content of the first 
element. 
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The second element may be called the Report on the Market For 
Locally-Produced Produce, Listed are the names of the vegetables and fruit 
items received with a numerical indication of the volume in terms of the 
containers in which the products are marketed. There is information on 
grade when such information is available and applicable. Other information 
indicates size by count or amount in the package. Then follow the prices 
at which the package was sold^ in the form of a range with additional 
information indicating different prices for certain portions of the mer¬ 
chandise sold, or different prices for certain packs. These additional 
prices may or may not be within the range listed. ' 
An example of the content of this second element is this line from a 
recent report: (82). 
"-Lettuce, Boston 281 bu. bxs. 18's - 1.50 - 1.75, Best 2.00" 
This indicates that 281 bushel boxes of Boston type lettuce, 18 heads 
to the box, were received and sold generally at $1.50 to $1.75 per box, 
with the best quality among the offerings bringing $2.00 a box in some 
sales. The minus sign ( - ) preceding the name of the item indicates 
that there has been a price decline in lettuce since the last previous 
report was issued, in this case since the preceeding Friday. 
The third element may be termed Report On Shipped-In Produce and in¬ 
cludes information on selected items received principally on the Boston 
Produce Terminal which compete with locally grown produce or in some 
other way affect the market for local fruits and vegetables. Listed in 
this particular sample of the report were; asparagus, broccoli, chicory, 
escarole, lettuce, parsley, and strawberries from New Jersey^ beans and cu¬ 
cumbers from South Carolina; cabbage from Virginia; and corn and squash 
from Florida. The container and prices are listed; receipts or total 
amounts sold are not. This information is provided for the State Depart- 
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ment of Agriculture report by the United States Department of Agriculture 
(83), since the Federal agency reports on shipped-in produce at Boston, 
while the State Department of Agriculture reports on the locally-grown 
produce and interprets locally-grown as produce from all of the New Eng¬ 
land states reaching firms in the Faneuil Hall Market area and chain 
store warehouses in the Boston area. The name and the title of the State 
market reporter, and the statement that is peculiarly required on Massa¬ 
chusetts state publications indicating that the publication is approved 
by the State Purchasing Agent, complete the content of the third element 
of the market report. 
All of the material appears on one side of the sheet. Usually the 
other side remains blank, although it is used occasionally for weekly 
summaries of receipts and prices, pest control messages, meeting notices, 
promotional material for vegetables, information on other market develop¬ 
ments, and comments by officials of the Massachusetts Department of Agri¬ 
culture . 
Product Coverage 
The coverage of products on the report reflects the variety of vege¬ 
table crops produced by local growers. For example, the report previously 
cited, covering a day's market business in late May, listed apples, 
\ 
asparagus, broccoli-rabe, collard greens, greenhouse cucumbers, dandelions, 
lettuce, mushrooms, parsnips, radishes, rhubarb, scallions, spinach, 
greenhouse tomatoes, and greenhouse watercress. These are a good indica¬ 
tion of the earliness of the season, before local harvest begins for many 
crops. Another seasonal aspect of this report was a section of six lines 
reporting prices on plants, including annuals, pansies, perennials, and 
geraniums. These are a reflection of the increasing trend of growers to 
combine vegetable production and the production of flower plants. A similar 
situation exists at Christmas time when sales and prices of Christmas 
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trees^ wreaths, and other decorations are reported, as some growers pro¬ 
duce these items. Apples are included in the report although, for the 
most part, apples are produced by specialized apple growers and not by 
vegetable men. A special apple report provides much detail on the apple 
market (84). 
The market report indicates more than one classification for many of 
the items listed. It may be difference in grade, in size, in container, 
or in the method of pack. For example, prices for sales of apples in¬ 
cluded U.S. Fancy lOO's, U.S. Fancy 120's, U.S. Fancy 140's, and U.S. 
Fancy 160’s, all different sizes. Also included were prices for 3-pound 
film bags of apples of U.S. Fancy Grade, and 2\ inch and up size. Another 
example is greenhouse cucumbers. The report includes separate price 
ranges for 16-inch, 18-inch, and 20-inch cucumbers, in cartons of 24's.^ 
Since practically none of the vegetables are grade-marked as are 
apples, the indications of quality are based on the reporter's determinar: 
tion. Usually, the designations "Fair Quality," "Best," "One Mark," 
"Poor," or similar terminology are used when designation of quality is 
considered necessary or desirable in the report. In the sample of the 
report previously cited, the information on asparagus indicates some of 
these quality designations. It reads as follows: 
"Asparagus 1,779 crts. 24 bunches - 4.50 - 5.50 mostly 5.50 
few 1.50, occ. 6,00 Fair Quality 4.00 Thins 2.00 - 2.50" 
Limitation of space prevents more than this amount of detail on most of 
the market days of the year. (85) 
Market Coverage 
The market report is prepared on the basis of data collected each 
morning during the trading hours in the Faneuil Hall Market area by the 
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Massachusetts Department of Agriculture market reporter. He gets infor¬ 
mation from two major groups of people operating on the market and one 
group operating off the market. The two groups on the market include: 
(1) Farmers who bring their produce to the market and sell it themselves; 
and (2) Wholesalers^, commission men, jobbers, and buyers. The group off 
the market is made up of food chains purchasing produce from growers and 
having it delivered directly to their warehouses and stores, and thus 
by-passing the market. 
By interviewing these people, the reporter determines receipts, supply, 
demand, prices, and the other information he needs to provide as complete 
and accurate a report of what is happening on the market as he can. Cross¬ 
checking on certain sales can detect erroneoxis information to some extent. 
Carefully-worded questions to different people can reduce conflicts in 
data. Knowledge of who ships to whom, and in what qioalities particular 
receivers and shippers specialize are added assistance to the reporter 
in sifting facts from error. Observation of the produce being bought 
and sold and delivered provides a check on quality, count, size, and the 
other factors necessary for explaining price differences. Telephone calls 
to firms can eliminate apparent discrepancies in the reported information. 
The information collected by the market reporter covers the day*s business 
up to 8:00 a.m. and represents activity on the market for the evening 
before in the summer months of peak local production, and from early in 
the morning in the winter months. 
The reporter takes back to his office at the Department of Agricul¬ 
ture his data on receipts by commodity with information on size, count, 
grade, quality, and the range of prices and additional price information 
on certain qualities and packs. He makes comparisons with his previous 
report to determine price changes upwards and downwards and analyzes the 
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data to prepare a general statement on the market condition and to mention 
features of the day's trading.(86) The reporter then dictates the infor¬ 
mation for the printed report to a clerk who prepares the stencils as he 
dictates. The report ds mimeographed and prepared for mailing. It then 
goes to the postoffice. 
Dissemination of the Report 
A variety of distribution methods are utilized to disseminate the 
market information to those needing it^ including mail^ messenger, tele¬ 
phone, radio, television, and newspapers. 
Mail 
Mail distribution is the basic method of distributLon and has been uti¬ 
lized since the start of the market report. It has the advantage of com¬ 
pleteness and provides a printed record for reference. It has the dis¬ 
advantage of slowness in reaching the recipient, and has little value for 
current day marketing decisions. The report is mailed in specially- 
marked envelopes with the legend, "Farmers Produce Market Report;" and 
is mailed under a mail permit. The envelopes carry the Massachusetts 
Department of Agriculture address. 
Radio and Television 
Since the advent of radio, this medium has been a carrier of market 
news. (87) It was only two years after the report was established that first 
arrangements were made for radio broadcast of the market news from a 
radio station in Springfield. The market news had a vital part in Boston 
area farm program formats during the heyday of radio; and several stations 
still present market news reports although less information is included 
and the times of broadcast are inconvenient. 
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Market news has not made much inroads on television programming and 
only a brief telephone tape of a general report on the highlights of 
the morning market is used on one television station in Boston. (88) 
Radio coverage is obtained in two ways. The market information is 
provided to the press services which offer radio news service to radio 
stations and some features of the report go on the New England circuit 
as part of the daily budget of farm material. This has always been 
limited in content. The other way is the presentation of the market re¬ 
port by the market reporter through telephone messages and telephone 
tape for use in broadcasts. In the first case^ personnel at the radio 
station take down the information and present it soon afterwards on the 
air. In the second case^ the tape of the reporter's voice goes on the 
air. 
The reporter starts his radio work at 5:25 a.m. with a report on the 
previous day's market for WCOP at Boston. At 5:50 a.m. he telephone- 
tape-records a report for WBZ at Boston, Massachusetts and WBZ-TV at 
Boston, Massachusetts. A part of the tape is used on television and 
the entire tape is used on radio. A radio report to Station WCSH at 
Portland, Maine at 6-10, to WBET at Brockton at 6:20, and for WHDH at 
12:50 give additional dissemination to the market information. 
Radio dissemination offers the great advantage of minimizing the 
interval of time between collection of the data at the market by the 
reporter and knowledge of the market information by the producer and 
others who need the information. It has two serious disadvantages: .(1) 
The time available on radio is very limited and only highlights can be 
treated adequately although some valuable price information is included; 
and (2) the market report is always relegated to least desirable time 
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spots which mean inconvenient times for those needing the information to lis¬ 
ten to the radio. (89) Usually, the programs are too early in the morning 
for many farmers to hear conveniently. Although radio stations have 
always pointed to the fact that they broadcast market news when they have 
to prove service to the public for license renewal purposes, their record 
of allocation of time for such broadcasts is a sorry one of pushing the 
farm program to time periods that could not be used for any other purposes 
and retaining it there only until that time could be sold and then moving 
the farm program to even more undesirable time. Early-evening, mid-day, 
morning, early-morning, and earlier-morning is the time track covered as 
the years passed, with farmers and farm organizations protesting every 
move of the way since the trend away from good time began in the very 
early days of radio, (90) 
Newspapers 
Newspapers traditionally, have carried market reports as one of the 
services provided readers, but the consistency of space allocated to the 
report, accuracy in its presentation, detail, and readability have left 
much to be desired. The information for newspaper reports is obtained in 
three ways: (1) the city paper's own reporter; (2) the press service 
market report; and (3) the mail report. Use of messengers is also in¬ 
volved. 
The newspaper market report has the advantages of providing a store 
complete report than radio and also providing a printed record, but it 
does not provide as much detail as the mail market report. It has the 
disadvantage of being almost as slow in reaching readers as the suiil re¬ 
port since most of the people interested in the report live at a distance 
from the city. 
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BOSTON PRODUCE MARKET REPORT 
Issued by the State Dept, of Agriculture^ 136 State House^ Hay. 4600 
Boston Market Gardeners' Assn, co-operating 
BOSTON, MASS. AUGUST 1, 1919 
ACTIVE DEMAND F0R« Apples, bunched carrots, green beans, wax beans. 
Potatoes, tomatoes. 
MODERATE DEMAND FOR, Cut beets, cucumbers. 
The heavy rain had a tendency to slow up trading on the Farmers' 
Market this A.M. 
Prices however, held firm. 
Higher prices were quoted on both the green and wax beans. 
Green beans brought from $1.00 to $1.50 per bushel while the better 
grades of wax beans brought from $1.50 to $2.00 per bushel. 
Early sales on H.H. tomatoes ranged from 15 60 16-2/3d per lb. 
Later quotations were higher and growers reported a range from ISq to 20d 
per lb , 
Apples averaged 50d per box lower. 
#1 onions were firmer in price. AH quotations ranging from $2.00 to 
$2.25 per bushel. 
Growers reporting up to 9 A.M. 202; commission men 22; loads 224. 
PRODUCE DELIVERED AND PRICES PAID TO GROWERS FAIR RETAIL 
Apples 1598 bu. 
n $ .75 1.50 
#1 2.00 3.00 
Beets, bunched 1540 box 18 bun. .50 5-6d bun. 
" cut 172 bu. 60 lb. .65 .85 3-4d lb. 
Beans, green #1 722 bu. 24 lbs. 1.00 1.50 
" shell 115 bu. 28 lbs. 2.25 2.75 
" wax 722 bu. 24 lbs. 1.50 2.00 
Broccoli 31 bu. .75 1.50 
Cabbage 744 bbls. 1.25 1.75 
Carrots, bunch 461 box 2-2% doz. .50 .75 3-5d bun. 
" cut 40 bu. 50 lbs. 2.25 6-8d lb. 
Cauliflower 100 box 5-12 hds 
#1 1.25 2.00 
n .50 .75 
Celery 404 box 18 bun. 3.00 3.25 
Chicory & Escarole 125 box .40 .60 
Corn 1573 box 5-6 doz. 
#1 white 1.25 1.75 
#2 yellow 2.00 2.25 
Cucumbers #l-open 930 box 6-7 doz. 3.00 4.00 6-7d ea. 
Dill 10 doz. .50 
Kale 101 box 12 lbs. .30 .50 
Leeks 12 doz. .75 
Lettuce #1 1698 box 18 hds. 1.00 1.50 
Mint 24 doz .50 
Onions 660 bu. 52 lbs. 2.00 2.25 
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Parsley 115 bu. • 8 lbs. .25 ■ .50 
Peppers, Hot 62 bu. 2.75 3.00 
” Bell 7 bu. 3.75 
Potatoes 1020 bu. 60 lbs. 
#1 2.75 
n 1.50 1.75 
Radis he s,white ,cut 47 box .75 
II II bunch 17 bun. 1 doz. .50 
Rhubarb 26 box 30-35 lbs. .75 1.25 
Romaine 100 box 18 hds. .40 .60 
Scallions 102 box 2 doz. 1.00 1.25 
Squash, summer 58 box 18 hds. .50 
Tomatoes, O.D. 161 bu. 6.00 9.00 
” ■ N.H. 5040 lbs. .15 .20 
Spinach 206 bu. 1.00 1.25 
PRICES ON SHIPPED-IN PRODUCTS. 
23-30C lb 
Potatoes, N.J., 1 car. Arrivals late - no early sales. 
Onions, Market weak. Conn. Valley 100 lb. sacks, $4.00-$5.00, few sales 
WEATHER: Fair tonight and Saturday; not much change in temperature. 
Harry Campbell, In charge. 
FIGURE 1 
FIRST BOSTON PRODUCE MARKET REPORT 
DEPARTMENT OF AGRICULTURE, 
OF THE MASSACHUSETTS 
AUGUST 1, 1919 
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BOSTON WHOLESALE PRODUCE MARKET REPORT 
Published Daily by the 
DIVISION OF MARKETS 
41 Tremont Street - Boston 8 Tel. LAfayette 3-2050 
(Boston Market Gardeners Association Cooperating) 
Charles H. McNamara^ Commissioner Louis A. Webster, Director 
WEDNESDAY 
WEATHER 
MARKET 
QUOTES 
August 1, 1962 Vol. 43 No. 147 
Condition at 6 A.M. MARKET AREA 67° Partly Cloudy 
Trading was good on this morning’s wholesale market, receipts 
were heavy. Demand good for Green Beans, Cabbage, Cucumber 
and Tomatoes. Demand slow for Wax Beans, Chinese Cabbage, 
Escarole and Spinach. 
CORN Market, Offerings light, market stronger, movement 
good for fancy quality, slow for ordinary quality. 
1st Prices received by New England growers or their accredited 
agents 
Receipts represent total New England supplies since last 
report. 
(*) Denotes higher (-) lower than previous report. 
Apples,Astrachan 138 
Transparent 
Beans,Green 1,050 
” Cranberry 12 
” Kentucky 205 
* ” Shell 337 
- *’ Wax 404 
Beets 337 
Beetgreens 31 
Blueberries,cult. 504 
” non cult. 326 
Broccoli 90 
" Rabe 20 
Cabbage 2,354 
** Chinese 98 
” Red 99 
" Savoy 20 
Carrots 28 
” Tpd. 60 
" F. Bag 431 
Cauliflower 20 
Celery 494 
Chicory 259 
Collard Greens 75 
*Corn 4,011 
*Cucumbers,O.D. 1,924 
" O.D. 22 
Dandelions 65 
Eggplant 53 
-Escarole 331 
Eastern bxs. U.S.#1 2%" up 3.50-4.00 
Eastern bxs. U.S.Fcy. 2%” up 2.65-2.75 
bu. bxs. 3.50-4.00 mostly 3.50 few 4.some 3.00 
bu. bxs. - 5.00 
bu. bxs. - 5.00-6.00 
bu. bxs. 2.50-2.75 few 3.00 
bu. bxs. 3.50-4.00 mstly 4.00 some 3.00 
bu. bxs. 18 bchs. - 1.50-1.75 FHQ 1.00-1.25 
bu. bxs. - 1.00-1.25 
trays 12 pts. per pt. .25-.30 Large .35 FRQ .22 
crts. 16 qts. per qt. .38-.40 best .45-.50 
bxs. bchd. 14*s - 3.50-4.00 
bu. bxs. 12's - 1.25-1.50 
bu. bxs. - 1.00-1.25 1 MK 1.50 Crts. 1.00-1.25 
bxs. 1.00-1.25 
bxs. & crts. - 1.25-1.50 
crts. - 1.50 few 1.75 
bu. bxs. bchd. 18's - 1.75 
bu. bxs. - Loose - 2.00 FRQ 1.50 
crts. 24 - 1 lb. film bags - 2.00 
bxs. 6t crts. - 1.50-1.75 
bxs. 12 bchs. Pascal 2.50 occ. hgr. 
bu. bxs. 1.75-2.00 mstly 1.75 some 1.50 
bu. bxs. 1.50 
crts. 5 dz-. 1.50-1.75 few 2.00 some 1.25 
bu. bxs. 2.00-2.25 Best 2.75-3.00 
12 qt. bskts, - 1.00-1.25 
bxs. Italian Type - 1.50-2.00 
bu. bxs. - 3.00 
bu. bxs. - 1.25-1.50 
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Kale 
Leeks 
-Lettuce 
* II 
II 
Parsley 
It 
Boston 
Me 
Romaine 
12 
6 
325 
342 
643 
246 
25 
334 
12 
95 
960 
464 
77 
381 
178 
166 
572 
108 
472 
42 
14,965 
1,943 
Peppers,Cal.Wd. 
** Hot Green 
" Ital El’s 
Potatoes 
-Radish 
Raspberries 
Scallions 
Spinach 
Squash,Yel. 
11 II 
II II • 
*' Green 
Swiss Chard 
Tomatoes,G.H. 
” O.D. 
Turnips, P.Top 
II It II 
Watercress 
50 
20 
12 
(Publication approved by 
bxs. 6e crts, Loose - 1.25 
bu. bxs. bchd. 18's - 3.50 
bu. bxs. 18's - 1.75-2.00 small & light 1.25-1.50 
crts. & ctns. 18*s - 1.75-2.00 
bu. bxs. - 1.50-1.75 few 2.00 FRQ 1.00-1.25 
bxs. 30 bchs. Plain & Curly - 1.50 some 1.25 
bu. bxs. Curly - 1.25-1.50 mostly 1.50 
crts. - 2.50-2.75 bu. bxs. 3.00 
bu. bxs. - 3.00 
bu. bxs. 2.50-2.75 few 3.00 FRQ 2.25 
bags 50# Cobblers Unwashed - 1.00-1.10 
bu. bxs. 48 bchs. - 1.75-2.00 
pts. per pt. .50-.60 
bxs. 3-dz. bchs. - 1.50-1.75 some 1.25 
crts. Savoy - 1.25-1.50 
12-qt. bskts. & 5/9 crts. 1.00 some .75-.85 
bu. bxs. - 1.25-1.50 Best 1.75-2.00 
bu. ctns. - 2.00 
12 qt. bskts. - 1.00 some .75 
bu. bxs. - 1.25-1.50 
lbs. 15# ctns. .07-.10 Fey. .15-.18 per lb. 
12 qt. bskts. Field 1.50 Trellis 2.50-3.00 
Best 3.50-4.00 
1/2 bu. bxs. Loose - 2.00 
bxs. Film Bag 12-1% lbs. Bags 2.00 
bxs. - 12 bchs. outdoor - 1.50-2.00 
Guy L. Paris, Market Reporter 
Alfred C. Holland, State Purchasing Agent #1) 
FIGURE 2 
BOSTON WHOLESALE PRODUCE REPORT OF THE MASSACHUSETTS 
DEPARTMENT OF AGRICULTURE, AUGUST 1, 1962, ISSUED 43 
YEARS AFTER THE FIRST REPORT 
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Telephone and Messenger 
Telephone and messenger service are utilized in getting market infor¬ 
mation to radio stations as rapidly as possible and in getting the printed 
reports to newspapers and press services. Costs generally are paid by 
the recipients of the service. There is some use of telephone by persons 
calling the market reporter's office for information on specific items 
on the day's market report. 
Distribution of the Printed Report 
A detailed determination of the types of persons receiving and using 
the market information from radio and newspaper reports would require a 
major study beyond the scope of this endeavor and will not be attempted. 
The printed report^ however^ provides a means of determining distribution 
areas and types of recipients, and to some extent an indication of the 
usage of the material and its value. This group of recipients has the 
added advantage of being made up of persons who have demonstrated a need 
for the material by paying out the amount of money needed for the postage. 
(91) 
Distribution Area 
Analysis of the mailing list (99) provides a good picture of the geo¬ 
graphical area covered by the printed reports. The distribution of the 
report for Thursday, June 6, 1963, was selected for analysis. Most of 
the reports, by far, went to Massachusetts residents, with some copies 
of the report going to Maine and New Hampshire, a smaller number to Rhode 
Island and Connecticut, and a very few to New York, Ohio, the District 
of Columbia, and Canada. See Table 8 for data on the geographic distri¬ 
bution of the report and comparisons. 
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TABLE VIII 
GEOGRAPHIC DISTRIBUTION OP MAILED COPIES 0? THE BOSTOW FARMSRS 
PRODUCE MARKET REPORT ON THREE SELECTED DATES - 
APRIL 15. I960. AUGUST 15. I960. AKD JUIOS 6. 1963 
STATE APRIL 15, 1960 AUGUST 15, 1960 
1 
JUNE 6, 1963 
Massachusetts 162 180 164 
Maine 12 12 17 
New Hampshire 15 15 15 
Vermont 2 5 6 
Rhode Island 6 5 6 
Connecticut 3 3 3 
New York 3 3 2 
Florida 1 0 0 
Ohio 1 0 1 
District of Columbia 0 0 1 
Canada 0 0 3 
TOTAL 205 223 218 
Note; This table was prepared from the mailing list provided by the 
Division of Markets, Massachusetts Department of Agriculture. 
By Towns In Massachusetts 
The distribution within the state of Massachusetts, by towns and cities, 
is of special interest, since it indicates the coverage which the printed 
report has within the state. A Massachusetts breakdown is shown in Table 9. 
Listed are the to%ras and cities of residence of 16A recipients, which 
account for 71 per cent of the mailing list. 
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TABLE IX 
DISTRIBUTION OF THE BOSTON FARMERS PRODUCE MARKET REPORT IN MASSACHUSETTS 
BY TOWNS AND CITIES. 1963 
.,1 
TOWNS NUMBER OF REPORTS TOWNS NUMBER OF REPORTS 
Amherst 3 Needham 1 
Andover 5 New Bedford 1 
Ayer 1 Newbury 1 
Belmont 1 North Amherst 1 
Billerica 1 Northampton 1 
Bolton 1 North Dighton 1 
Boston 37 North Grafton 1 
Brockton 2 North Reading 2 
Chelsea 2 Plymouth 1 
Concord 7 Reading 1 
Danvers 2 Rehoboth 1 
Dedham 1 Rowley 1 
Dracut 1 Salem 1 
Dunstable 2 Somerset 1 
East Brookfield 1 Somerville 2 
East Mansfield 3 Southampton 1 
East Northfield 1 South Deerfield 1 
Fall River 1 South Natick 1 
Framingham 2 Springfield 2 
Framingham Center 2 Sunderland 3 
Forestdale 1 Swansea 2 
Hadley 3 Taunton 2 
Hanson 1 Vineyard Haven 1 
Hanover 1 Wakefield 1 
Haverhill 1 Walpole 2 
Hingham 1 Waltham 8 
Hudson 1 Watertown 2 
Lawrence 2 Wayland : ^ 2 
Lexington 2 West Acton 1 
Lowell 1 West Bridgewater 2 
Mansfield 2 Westfield 1 
Marlboro 1 West Newton 1 
Marshfield 1 West Peabody 1 
Medford 1 Winchester 2 
Methuen 4 Woburn 7 
Worcester 5 
-93- 
TABLE X 
CLASSIFICATION OF tC^ILING LIST FOR BOSTON FARMERS PRODUCE MARKET REPORT BY 
TYPE OF RECIPIENT, BASED ON REPORT FOR JUNE 6> 1963 
TYPE OF RECIPIENT NUMBER 
Growers 85 
Market Firms (Principally at Boston, Massachusetts) 26 
Retailers 12 
Wholesale Distributors, Jobbers, Etc. * 13 
Truckers 1 
State Departments of Agriculture Personnel 7 
Mass Media 11 
Newspapers 3 3 
Radio » 8 
Educational Agencies 18 
State Universities 8 
Schools 3 3 
County Extension Agents/ 7 
Institutional Buyers 10 
Restaurants 2 
State Buyers 1 
Schools 4 
Hospitals 3 
Distant Shippers 2 
Retired People 2 
Chain Store Personnel 10 
Food Manufacturers 1 
Advertising Agencies 2 
Farm Organizations 1 
Packagers 3 
City Government (Markets Division) 1 
Federal Government 4 
County Government 1 
State Government Other than Agriculture 2 
Canada Departments of Agriculture 2 
Miscellaneous 3 
TOTAL 218 
Note; The classification Wholesale Distributors includes wholesale groc¬ 
ery firms, produce service wholesalers and jobbers, all of which 
are located outside of the Boston market. 
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Types of Recipients 
Another aspect of the mailing list which provides information on the 
distribution of the mail report is a classification of the types of recipi¬ 
ents. Just under 40 per cent are growers. About a fifth are market firms, 
mostly located in the Boston market, with another 6 per cent made up of 
wholesale grocery distributors, jobbers, and wholesale produce concerns 
all located outside of Boston. Mass media people (radio, newspaper, 
television) account for another 6 per cent, while educational agencies 
represent about 8 per cent. Four per cent of the recipients are insti¬ 
tutional buyers; another four per cent are chains; and a little over five 
per cent are retailers. Others on the mailing list include a very small 
number of truckers, distant shippers, food manufacturers, advertising 
agencies, packagers, and people with piiblic agencies of one kind or 
another. 
It is difficult to make comparisons with other times which will yeild 
reliable data on trends, as some people receive the report for only part 
of the year. However, two such coiiq)arisons will be made even though they 
are not precise.. The mailing list for April 15, 1960 totaled 203 of which 
82 were producers. The mailing list for August 15, 1960, later in the 
season when more locally-produced products were reaching the market, 
totaled 225 of which 105 %iere growers. Present in those lists but mis¬ 
sing from the June 6, 1963 list were several prominent market gardeners 
who have gone out of business, as well as several still in business who 
now rely on radio for information on the Boston market. The 1963 list 
includes 85 growers, compared with the 82 of April 15, 1960, and the 105 
of August 15, 1960. See Table 10 for listing of the type of recipients 
of the market report. 
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Reactions of Recipients to the Report 
Another phase of the subject investigated was the reaction of the 
people who receive the market report. Did they find it of value? How 
confident are they of its accuracy? How do they view the efforts of the 
market report? What uses do they make of the material? In what areas 
do they find it deficient? What suggestions have they for improvements 
or changes? 
In order to obtain a sample of how the recipients react along these 
lines^ a case approach was developed. The aim was to interview people in 
various types of relationships to the production and marketing of vege¬ 
tables and obtain in general terms their expressions or ideas^ and from 
these to identify any that appeared to be consistently held. These would 
then be acceptable as indicators of the reaction of recipients to the 
report and the material it contained and how well it meets the needs that 
they have for the information. At least one recipient was selected from 
each of several categories^ visited and interviewed^ and his reactions 
and answers to a series of questions about the report were summarized. 
Areas of Questioning 
The series of questions were designed to elicit information on the 
following subjects: 
1. Type of business of the firm. 
2. The extent in which business involved local vegetables. 
3. Size of the business. 
4. Why the report was being received. 
5. Use being made of the report. 
6. How prices were arrived at in the business and what 
relation the report had to this determination. 
7. Other market reports being received. 
8. What specifically the report provides of value. 
9. The general estimate of value. 
10. Other sources of similar information. 
11. Whether the Boston United States Department of Agri¬ 
culture market report is received. 
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12. Ways in which the state report can be improved. 
13. Time of delivery of the report at the place of business. 
14. Have there been sufficient changes in the report as 
times have changed. 
15. Other comments. 
No questionnaires were used and no notes were taken during the inter¬ 
views which were in the place of business of those who received the reports. 
After each interview and after leaving the place of business^ the material 
obtained was written down in the form of notes^ which were amplified as 
soon as possible after the day’s interviews were completed. The findings 
were summarized by categories and a general summary was developed. These 
findings are provided in the following section: 
Reactions of Recipients of the Report By Classes 
Market Firms 
Personnel of two such firms were contacted and the report discussed 
with them. The interviews were at their places of business in the Faneuil 
/ 
Hall Market area. One of the firms handles a great deal of locally-pro¬ 
duced produce throughout the local growing season^ is essentially a com¬ 
mission house or wholesaler, and handles a fairly wide variety of items. 
The other firm deals mostly in shipped-in produce, but does have certain 
specialties in the nearby produce area. 
Copies of the report were present at the offices of both firms. Both 
received the report through the mail each day, delivery being in the early 
afternoon. One of the operators indicated that he listened to the morn¬ 
ing radio report from the market reporter when he was not too busy with 
customers and that many other operators in the Faneuil Hall Market area 
also did. 
Both firms indicated that the information in the market report was 
used in a general way. "To see if we are in line on both receipts and 
prices," was the way it was phrased by people at both firms. One of the 
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operators stated that "this is the only report that gives us information 
on receipts and prices of this produce." This man indicated he is par¬ 
ticularly interested in the data on receipts and the percentage of the 
day's business that his firm's sales represent. He compares each day's 
price information with the prices of his own sales. This firm receives 
a great deal of market information each day^ including New York reports, 
U.S.D.A. reports, special apple market reports from New York state, etc. 
Both firms stated that the-present market reporter is doing a good 
job, and much better than some of his predecessors. One of the men said 
that the report is off once in a while as far as he is concerned, but 
all market reports are and he is generally satisfied with the report and 
the way it is being done. He pointed out that occasionally the early- 
morning radio report does not include some later sales which change the 
market picture; and when the. reporter is informed of the fact he checks 
on the sales concerned and includes the information in his printed report. 
One criticism advanced was that some people try to make use of the 
report to boost prices. It was pointed out that efforts can be made to 
get recognition on the report of high prices so that the information can 
be used to get increased prices from the chains. Producer and receiver 
can get together on token sales to do this. It was indicated that this 
has happened on the Boston market. 
In general, on the basis of this limited canvassing of the trade, the 
market report is being received by mail and radio, is of value to the 
firms, is being used in connection with their business operations, is 
considered reliable except for the deficiencies encountered from time to time in 
any market reporting endeavor, and the market reporter is doing a good 
job. 
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There were no substantial suggestions for improvements and some in¬ 
dication that what is now being provided is sufficient to make the needed 
comparisons of the firm's business with the total day's market activity. 
The fact that it was considered that the market reporter was doing a good 
job probably accounted for the fact that there did not appear to have 
been any recent thinking of ways to improve the report, such as would have 
been true at certain times in the past. 
Commercial Vegetable Growers 
A number of growers were interviewed over a period of several years 
regarding their use and evaluation of the market report. These inter¬ 
views were of an informal nature and involved about fifteen growers over 
a period of five years. Two specific growers were interviewed again re¬ 
cently. One of these has over 200 acres of vegetables, has been in the 
business a long time, and was operating before the market report was estab¬ 
lished. The other also has a large farm, has been in business for a long 
time, and is located closer to the Boston market than the other grower. 
Both operate large retail stands. 
Both operators had copies of the reports at their farms, receiving 
it by mail; and both considered the radio report of value but restricted 
in content. 
Both indicated the information in the report was of value to them. 
One of the men stated that he has been getting and using the market report 
for years and it is necessary for profitable business operations. He uses 
the report in determining the prices charged at his retail stand and 
produce which he delivers to retail stores is sold at the market report 
prices. These prices have been accepted with few complaints. He also 
gets information on prices from the commission firm through which he mar- 
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kets most of the produce that is not sold on his stand. He sells about 
half on the stand. Direct delivery to retail stores, and limited amounts 
to jobbers and wholesalers are other market outlets he uses. This man 
does not get the United States Department of Agriculture Boston fruit and 
vegetable market report as he feels that he can get all the information he 
needs from the state report. 
The Boston radio market report comes at a poor time for him. He does 
get the television report from WBZ-TV but this is much too short to pro¬ 
vide much of value. There has been an improvement in mail service, and 
he now receives the report at his farm on the day following its release 
instead of two days later as formerly. The two-day delay made it too late 
1 
to be of use for him. This grower said he could not do without the report. 
s 
It is essential for his marketing and pricing decisions. The monthly or 
weekly summaries are of much value and the direction of trends is of 
special value. He commented on the complaints about prices in the past, 
but thinks that the present market reporter is doing a good job and the 
report is good. 
This grower said he had tried selling to food service establishments 
r 
but is not able to provide them a complete line of all the products they 
need and also doesn't have the supply they need at all the times they want 
it. He does sell some sweet corn through these outlets. 
The other grower also operates a large business and combines vegetable 
and landscape materials production, as well as plants of various types. 
\ 
He uses the report in the operation of his business. At some times of the 
year his interest is restricted to a few items; at other times he is in¬ 
terested in many of the items on the report. Most of the production of 
this farm goes to the large retail stand business and only the surplus is 
sent to Boston, which in total is not a very large volume. This grower 
also stated that the present market reporter is doing a good job. 
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County Agricultural Agents 
County agricultural agents are among the recipients of the market 
report and it would be expected that they have much use for it in their 
educational work with growers and that they could reflect some of the 
attitude of growers to the report, as well as provide some of their own 
reactions. One agent working with vegetable producers in a commercial 
vegetable area was interviewed. 
This agent said that 75 per cent of the growers would not be without 
the report; and while they may question the prices at times the reaction 
to the report is good. The market reporter is doing a good job. 
Time of receipt of the market information is of much importance to 
growers. Mail delivery is too slow for many, and it takes the combination 
of radio and mail report to provide the service that is needed. However, 
there is use for the report even by growers who do not receive it until 
a day late. Trends develop over more than one day and a sequence of re¬ 
ports is needed to identify important trends. This agent feels that 
growers will profit more from a knowledge of trends than they would from 
quick market changes. 
Inclusion in the report of not only the range of prices but also the 
high price and identification of quality and other aspects of the produce 
sold is of much value. The complete information on McIntosh apples and 
the detail on prices for asparagus of different qualities and conditions 
are examples. This agent feels there is need for more information on some 
items and problems in getting the needed information are provided by the 
limitations of space on the report and time for its preparation. The more 
there is of the descriptive information with the prices, the better the 
report is, he said. 
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Packagers 
While several packagers were contacted and the report discussed with 
them, only one was interviewed. This packager operates one of the large 
terminal packaging operations, packages a variety of items in consumer 
units, and distributes his products through retail channels in many parts 
of New England. His comments are considered representative of the other 
general packagers. 
This firm receives the report by mail each day and it arrives in 
time to be of value for the purposes of this firm. Use varies during the 
year. At certain periods, the report may not be used at all or only 
infrequently. At other times, it is referred,to regularly. 
Packagers have the problem of obtaining a consistent supply of prod¬ 
ucts of the quality and kind best suited to their packaging requirements. 
✓ 
They have difficulty in making use of many locally-produced products 
because of the variability in supply, the need for substantial regular 
shipments, and a reluctance of many growers to grow varieties desired 
and to harvest the crop in accordance with the needs of the packagers. 
Spinach is a good example. As a result, much of the supply for general 
packagers must come from outside points. There are, of course, some pack¬ 
agers who specialize in one or two items of local produce, but their 
operations are not typical of the terminal packager. 
The firm interviewed indicated that the market report was helpful, 
and if it were not available the information contained in it would be 
missed. It provides this firm guidance in local buying practices and 
keeps the buyers of the firm acquainted with local marketings. Informa¬ 
tion of this nature is of importance in connection with buying decisions 
since the firm does purchase some local produce; and it is related also 
to decisions on production of packaged items which must sell in competi¬ 
tion with unpackaged products in some of the outlets. 
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The operator of this firm emphasized that whether a packager buys 
locally or not, the report is of considerable service to him. It helps 
to guide and influence pricing. This man had no suggestions for changes 
in the report, but said that he felt it had been strengthened by the 
regular addition of information on selected shipped-in items which compete 
or influence the market for locally-grown produce. 
Summary of Reactions 
Through all of these sunmiaries of the discussions of the report with 
recipients, there are certain points of view or ideas expressed by the 
various people interviewed. The consistency of these ideas or expression 
of reactions is of significance. The results of the interviews can be 
summarized in the following manner and provide a general review of recipi¬ 
ent reaction. 
1. The report is of value and without it business decisions 
would be less rational. 
2. The use of the information in the report varies considerably, 
depending on the type of business, the season of the year, 
and the kinds of products in which the firm deals. 
3. The recipients have confidence in the reliability of the 
report and the general consensus is that the reporter is 
doing a good job. This has not always been the view expressed 
by both the trade and producers in the past regarding both 
the report and the reporter. It is significant that both 
producers and the trade express satisfaction with the repor¬ 
ter and the results of his work in reporting the market. 
4. Kail delivery of the report is rapid enough dissemination 
of the market news information for some recipients, but for 
many it is not. 
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5. Limitations on the amount of descriptive detail, especially 
that relating to prices, quality, pack, etc., imposed by 
time required for preparation of the report and the amount 
that can be put on one side of the sheet are undesirable. 
The more descriptive information that can be provided to 
explain the prices, the better the report is and the more 
valuable the information is. 
6. The report has special value for producers in determining 
prices at which they sell produce at their roadside stands 
and markets, and in checking on prices received in sales by 
commission men and other wholesalers at Boston. 
7. The report is of value to both operators who ship substantial 
amounts to the Boston market, and to those who ship only a 
little. It is of value, also, to some who do not ship any 
of their production to the Boston market. 
8. The trade finds the report of special value in comparing 
their volumes of sales and their prices with the total 
volume and the price range for the day to determine the 
share of the day's market business they had and what competi¬ 
tive situation they are in. 
9. There are occasions when the trade and the producers are/dis- 
satisfied with the prices quoted. However, both the trade 
and producers appear to view these deficiencies as no more 
than are to be expected in market reporting, which depends 
so much on evaluation of people's comments and lacks pre¬ 
cision in verification. 
10. If the report did not exist, there would be much difficulty 
in obtaining needed information which is now provided by the 
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report. For some people, there is no other alternative. 
Some alternatives which do exist do not have the objectivity 
( 
needed. 
11. Interest in and use of the United States Department of Agri¬ 
culture report varies, and depends almost entirely on the 
type of products which are the principal interest of the 
recipient of the report. If the business is mostly shipped- 
in produce, the U.S.D.A. report has much interest. If the 
business is entirely locally-produced crops, the Massachusetts 
Department of Agriculture report provides the information 
that is needed. Many operators deal in both types of produce 
and receive both reports. 
12. The information on shipped-in items carried on the State 
report and provided by the United States Department of Agri¬ 
culture is of much importance to all groups. It provides 
especially valuable service to the local grower. 
13. The weekly and monthly summaries of receipts and average 
prices carried on the State report are of much value. 
14. The inclusion of information on total receipts in the daily 
reports provides essential information for growers and others 
in connection with marketing plans and determination of 
market trends. 
15. There is a great deal of interest in the comments, announce¬ 
ments, and other material which occasionally appear on the 
back of the State report. 
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VII. CONCLUSIONS 
In reaching conclusions regarding the Boston Farmers Produce Market 
Report, how well it meets the current needs, and how effective the changes 
since 1919 have been in adapting the report to changes in needs, it is 
necessary to establish a set of criteria which can be applied to the report 
These criteria can be developed from the statements of need, the problems 
encountered by growers, and the general concept of vegetable marketing 
and the related functions of the various firms engaged in this activity. 
These areas have been investigated in earlier parts of the thesis. The 
needs for market news have been presented in the words of the men who 
fought for establishment of a Division of Markets and the initiation of 
a market news program. The changes in Massachusetts, in the commercial 
vegetable grower and his industry, in his markets and marketing methods, 
have been described. The developments in marketing, transportation, re- 
frigeration, and communication as they relate to the vegetable industry 
and especially to the local producer have been examined. 
From this scrutiny of history, change, and needs, and the sequence of 
events which put into tangible form the efforts to meet those needs, there 
evolves the following major points, which together can provide the criteria 
/ 
necessary for determining if the market report meets the needs for which 
it was designed and whether it has changed adequately to meet changing 
needs. 
A market report should: 
1. Cover the trading area completely enough. 
2. Provide complete enough information. 
3. Have rapid speed of dissemination and wide enough range. 
V 
4. Make information available at a time suitable for the require¬ 
ments of those who are using the information. 
5. Have the data in the report in a form that can be readily used 
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6. Include sufficient information on other markets or other 
products essential to an understanding and the best 
use of the market information. 
7. Command confidence in its accuracy, objectivity, and that 
of the market reporter who prepares it. 
8. Adjust adequately to changing types, areas, and volumes of 
market activity and business. 
9. Reflect the advantages of advances in methods of dissemina¬ 
tion of information. 
/ 
10. Change in line with changes in marketing practices, packages, 
varieties, etc. 
11. Have sufficient resources allocated to its preparation and 
distribution so that the report can meet the need for 
market information. 
Evaluation 
Each of these eleven points will be considered in relation to the 
happenings of the past and the current situation^ and some conclusions 
indicated. These will be of a general nature, inasmuch as there are both 
positive and negative factors for each of the points of the criteria. 
Coverage of Trading Area 
The market report, in its early years, was concerned almost exclusively 
with what happened on the Faneuil Hall Market in Boston, since this was the 
market where locally-produced vegetables were marketed, and this was the 
center of the produce business. Relatively large numbers of farmers 
selling on the market and dealers operating on the market made this the 
volume center for produce business. As times changed, and the city mar¬ 
ket area became less important, there was a dispersion of business to a 
wider geographical area. Increases in farmer adoption of alternative 
market outlets gave greater prominence to retail stands on their own prem¬ 
ises or under their control at other highway sites through which they 
marketed products of their farms, other retail stands of non-producers for 
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vhich they supplied produce^ retail stores to which they siade deliveries, 
food service establishments to a lisited extent, and sales to several 
types of jobbers. The development of chain store organizations with 
central warehouses which require large volumes of produce led to increas¬ 
ing by-passing of the terminal markets. 
For effective market news coverage, the area of coverage mist of 
necessity be expanded from the original confines of the city market to 
encompass the trading in the places where it takes place. There have 
been some changes in the report which have done this. Collection of infor¬ 
mation from chain stores on receipts at their warehouses is the major 
change. Some expansion within the market area to a slightly larger city 
area is another change that occurred. There has not been any change that 
will bring into the market area coverage the roadside stand and retail 
store marketing in the local areas, or the xiarketings to many large inde¬ 
pendent and smaller chain organizations. 
Increasing importance of market information from production points 
is another result of the changing market pattern. There has been some 
change in the market report program to include at certain tioies of the 
year market news from the Connecticut Valley area especially on potatoes. 
There have been requests for similar service for some other areas of the 
state, but it has not been possible to provide this service. 
Generally, it might be said that there have been adjustments in line 
with the dispersion of the market area from the confines of the city 
market district to the entire state. Some major changes have been attained. 
Others have seemed desirable but have not been made. 
Completeness of Information 
In the early discussions of the market news program, in reports on 
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its development, and in the comments of current recipients of the report, 
there has been emphasis on inclusion in the market news report of more 
than just prices. The more complete the information about the type, 
quality, form, package, and other characteristics of the items on which 
the prices are quoted, the better the report and the more meaningful 
the price data. As a result, also, the more meaningful the price data, 
the more valuable the marketing decisions which can be made. 
A study of the report indicates that there have been great variations 
in the amount of this type of information included. During certain 
market reporters' tenure, there have been either more-than-usual or less- 
than-usual amounts of this descriptive or qualifying data. Currently, 
there seems to be more than at many times in the past; and the comments 
of the producers and trade receiving the report emphasize the importance 
and value to them of this additional information. 
Generally, the current report seems to be rating high in this re- 
/ 
spect. However, there are indications that there is need for more infor¬ 
mation of this nature. There appears also to be need for more information 
on the voliime sold at the high price or the low price, information which 
cannot be obtained from the total receipts figures. One of the restric¬ 
tions on provision of this additional information is the time required 
for the preparation of the report before the deadline for mailing. An¬ 
other is the restriction of the market report to one side of the page, 
even at the height of the market season for locally-produced vegetables. 
Neither of these problems seem unsurmountable, especially in view of the 
importance of the additional information needed. 
Dissemination Speed 
Market news dies rapidly and it needs to be transmitted from the mar¬ 
ket to the people who use it at the greatest speed possible. The longer 
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it takes to get it to users^ the less valuable it is to them, and the less 
rational their marketing decisions can be. 
There seems to have been quick adoption of radio as a means of trans¬ 
mitting market information in the early days of radio. There was not the 
same interest or efforts to make use of television. There has been con¬ 
siderable use of the telephone in transmitting information to radio 
stations, but there has not been the use of the telephone in providing a 
service by which those interested can get market information, just as 
they now get weather and time information, by dialing a number. 
The time of radio broadcasts are mostly poor ones from the point of 
producers and probably to a less extent for members of the trade. They 
are definitely undesirable from the point of view of many of the other 
classes of users. The time allocated is not sufficient to provide the 
amount of information needed. Yet, the radio reports have and continue 
to provide a real service to supplement the report in printed form which 
is longer in reaching those who need the market information. 
In general, there has been much attention to getting more speed in 
dissemination. New methods have been used. Resources available have 
hampered further use. There still appears to be more effective use of 
modern communications methods which could be applied to the market news 
dissemination. 
The range of dissemination is tied closely to the methods used. 
Radio and press service release of the market information has provided 
suitable range. 
Time of Release 
The speed of dissemination itself will not provide the service needed 
unless the report is available at the time when it can be disseminated 
most effectively and the interval between the market activity reported 
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and the report of the business is kept to a minimum; This report has a 
decided advantage over the United States Department of Agriculture report 
on the Boston market in its early release. The 11:00 a.m. time for 
distribution enables the delivery of the repott the same afternoon in 
the city area and the next morning at more distant points. Later release 
of the printed report would detract considerably from its value to users 
who are engaged in marketing of vegetables. 
On the other hand^ the radio release of the information is too early^ 
and comes at inconvenient times. This is a problem of many years' stand¬ 
ing and one that is more difficult to resolve now than formerly^ although 
it does not appear that any concentrated effort to gain better release 
time has been made^'at least in recent years. 
Generally^ the time of release of the printed report is good^ while 
that of the radio reports is not. 
Form of the Data 
Use of the information on a market report often depends on whether 
it is in the form that can be readily located^ easily understood^ and 
applicable to the marketing problems of the person receiving the report. 
There has been little if any change in the format of the report over the 
years since 1919. The first report issued in 1919 looks very much like 
today^s report^ except for the price information and the receipts figures^ 
and the terminology changes dictated by changing marketing and production 
practices. Apparently the form has been found satisfactory. 
Addition of more information on market conditions for specific 
items would probably necessitate some changes in this format. 
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Other Market Information 
The value of decisions for the marketing of vegetables depends not 
only on information on the principal market to which the products are 
usually shipped but also on alternative markets. The price^ receipts^ 
and other data on a day's market are only fully understood as far as 
their effect on marketing decisions is concerned^ if there is also infor¬ 
mation on the receipts^ prices^ and other data regarding competing prod¬ 
ucts from other points. 
There have been additions of information on shipped-in produce 
which competes or otherwise affects marketing of local products. This 
V 
has been found to be of much value^ by growers especially. Unfortunately^ 
r 
as the supplies of local produce increase^ and the market is taken over to 
a great extent by the local produce_, the increase in local produce infor¬ 
mation crowds out some of this information that is important even at 
the height of the local season. Also^ there seems to be an interest 
in even more information on shipped-in items^ as well as information 
on crop progress^ shipments^ quality^ and other aspects of the com¬ 
peting areas and crops. 
Generally^ the report rates high in the inclusion of additional 
market information^ but more would be of use. 
Confidence In the Report and Reporter 
If market reports are to be believed and used^ there needs to be 
confidence by the user in the report^ its contentsand the reporter who 
collects the data and provides the information. The lack of rigid stand¬ 
ards in selection of market reporters for the job has^ in the past, 
resulted in periods of time when there was little confidence in the 
report or the reporter. Naturally, the value of the market information 
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was low. Recipients could not afford to base their marketing decisions 
on a report in which appeared prices or other information which^ on the 
face of it^ was inaccurate. 
Currently^ the report enjoys an exceptionally high degree of confi¬ 
dence. Both growers and the trade concur in terming the report a good 
one and of much value to them. There is much confidence in the reporter, 
who knows produce, knows the operators; and the general consensus is that 
he is doing a very good job. On this point the report rates very high, 
and higher than in much of its history. 
Adjustment To Changes 
Adjustment to change has its value from two aspects, the degree of 
adjustment, and the speed of adjustment. If adjustment to changes is years 
in coming, the market report is continually out of tune with the times 
and not providing the service it should. 
A review of the market report over the years shows that adjustments 
have occurred, but often they have been long in coming. The expansion 
of the market area coverage, changes in the terminology used on the re¬ 
port, inclusion of new packs and types, often have been delayed until 
the demand for information was repeated over a number of years. Adjust¬ 
ment of the size of report to the changing seasonal volume of business 
still does not occur, since the report must be on one side of the page, 
regardless of volume of business. Out-of-the-market information is 
another example. 
Currently, the climate is ideal for reducing the time lag between 
change and reflection of the change on the market report. However, some 
changes require policy decisions and allocations of resources, which are 
slow in coming. 
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Advances In Communication 
As indicated in the discussion of previous points^ there has been a 
good record in applying new communication techniques to the dissemination 
of the market information. However^ all of the possibilities have not 
been studied nor utilized. Lack of small amounts of money to be applied 
to the market news work have repeatedly hampered full utilization of 
radio potential^ for example. Investigation of telephone possibilities 
has been cited previously^ and this is an area that needs attention. 
Changes In Line With Marketing Changes 
Again^ there have been changes in the report and its preparation and 
distribution, as changes have occurred in marketing practices, packages, 
varieties, and operations of vegetable farms. These have been inadequate 
in some respects and usually too slow in occurring. There is still need 
to expand the coverage to other volumes, other areas, and other products. 
Shipping point prices, sales at roadside stands, and sales to retail 
stores are market factors that are increasingly important and yet not 
adequately covered. The increasing combination of vegetable production 
with shrubs, flowers, plants, Christmas trees, and other products is an 
indication of product areas for which market news service is needed. It 
is true that these are difficult areas to cover, that distance is a 
problem, that more knowledge needs to be available on just what they 
represent and how they might be covered. Again, these are not insurmount¬ 
able problems. 
Adequate Resources 
The suggestions incorporated in the foregoing discussion of the cri¬ 
teria indicate the need of additional resources for the market news 
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service. The history of the Department of Agriculture in Massachusetts 
appears to be one of inadequate resources to do the jobs assigned to it 
by the Legislature and to provide the services needed for effective mar¬ 
keting of food. Passage of grading laws with no funds for inspectors to 
insure compliance is but one example. The market news work has suffered 
from this same neglect. Insufficient funds for needed paper^ lack of 
permission to make needed telephone calls, and failure to provide grades 
and salaries for the experienced personnel needed have, over the years, 
greatly reduced the effectiveness of the market news service. 
Gaining additional resources for agriculture is extremely difficult 
in this present period. Even holding the resources already allocated 
is a major problem. A lack of understanding and appreciation of the 
modern concept of the agricultural industry by the people of the Common¬ 
wealth is the basic problem. Commercial vegetable farms are big businesses 
contributing much to the economy of the State. Their needs for service 
in the market news area are legitimate claims for the service that can 
only be provided by a market news service such as the State now provides. 
Combination of the report with the United States Department of Agriculture 
report has been discussed in the past, but this also would take state 
resources. 
In general, there has not been provision of adequate resources over 
the history of the market report, and the climate for doing so now is 
less promising that in most of the past. 
The Broader View 
The criteria which have been specified and applied to the market 
report measure the effectiveness of the market news service in terms of 
the commercial vegetable grower and his industry. These criteria do not 
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directly show the over-all value of effective market news to the welfare 
of the general public. The importance of this aspect is so great that it 
can not be neglected in this consideration of the Boston Farmers Produce 
Market Report. 
About a quarter of the Massachusetts family expenditures are for 
food; and it is important that the expenditure of such a great part of the 
income be made wisely^ not only that there may be adequate value for the 
dollars expended but also that there may be adequate nutrition for the 
people being fed. Also^ from a still broader view, the functioning of 
the Massachusetts economy with its industrial orientation depends to a 
great extent on the cost of living in this state not being out of line 
with that in other regions. 
The importance of the Boston market as a pricing mechanism, and the 
reports of the market activity as a vehicle for determining price relation¬ 
ships, focuses on these two major problem areas. Good market news reports 
are effective tools in insuring efficient procurement and distribution 
of food without excessive cost, delay, and losses. Lack of adequate 
market news^ on the other hand, contributes to these wastes. 
The adequate support of market news services, so that market activity 
which affects the determination of prices may be reported objectively, 
completely, and rapidly benefits all of the people of the Commonwealth of 
Massachusetts. It benefits them through better price determination for 
the items they purchase, which enables them to obtain more of value for 
the dollars they spend. It benefits them by maintaining the cost of 
living on a comparable level with other areas, which contributes to the 
healthiness of the industrial economy which characterizes the state. 
The record of inadequate resources for more effective market report¬ 
ing over the years indicates that the provision of funds has been justi- 
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fied only on the basis of assistance to farmers^ when it should have been 
justified on the basis of the importance of good market news to the wel¬ 
fare of everyone who buys, sells, processes, and eats food. 
On the basis of this comparison of the criteria with the report, and 
a brief examination of the broader view of the importance of market re¬ 
ports, there is evident the points on which the report and the service it 
represents scores high, as well as the points on which it rates lower. 
In general, however, the study has revealed the report to be performing 
valuable service in market reporting, essential from a pricing determining 
mechanism point of view over what it has been in many periods of the past, 
still deficient in some areas, and as always needing adequate resources 
which are never forthcoming. In the following section, some recommend¬ 
ations will be made on the basis of this evaluation. 
VIII. RECOMMENDATIONS 
- The following recommendations are made on the basis of the study of 
the Boston Farmers Produce Marketing Report: 
1. A thorough study be made of the distribution, use, and 
value of the report to all people receiving it. This 
would include the printed report, the radio report, and 
any other dissemination of the market news. Basic data 
of this nature is needed for evaluation of the service 
provided and for identification of needed changes. 
2. An evaluation of radio use be made with a view to dropping 
radio outlets which consume time of the reporter at a 
critical time of his reporting day, but serve few people. 
The example of one station reporting the previous day’s 
report indicates need for this evaluation. 
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3. Determined efforts be made to get and retain radio time 
that will be suitable for the people who use the report. 
4. The use of a telephone service which people may call to 
get the complete market report each day_, via taped 
recording^ be investigated; and steps taken to establish 
such a service. 
5. Changes be made so that more space may be available on the 
market report when needed for more market information. 
6. Efforts be made to include more descriptive information 
which will make the price data more valuable. 
7. A study be made of extending market reporting coverage to 
more than the city market and chain store segments, and to 
more than vegetables; and moves in this direction be 
initiated. 
8. Efforts be made to include more information on other 
markets and products from other markets when these are 
of importance to the people who receive the report. 
9. Another study of possible combinations of the U.S.D.A. 
and the State Market report be made with a view to in¬ 
creasing service to local growers, but not sacrificing 
the. advantages of the present local report. 
10. ' Efforts be made to get a better understanding of the 
importance of adequate market news service to the economy 
of the Conmonwealth, especially in regard to its function 
in price determination. 
11. - Efforts be made to get the needed resources to make what 
changes seem necessary in the report and its preparation and 
dissemination. 
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12. Efforts be made to explain how good market reports 
benefit all the people of Massachusetts. 
Measures such as these should go far toward making a market report 
that is now providing much of value to its recipients even more valuable; 
and make it possible for the Boston Fa2nners Produce Market Report to 
function even more effectively as a factor in the marketing of vegetables 
in Massachusetts and in contributing to effective determination of food 
prices. 
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NOTES AND REFERENCES 
1. Money is anything that is generally accepted as a means of payment, but 
economists generally refer to it as a "medium of exchange" instead of a 
"means of payment." In practical use, both phrases can be considered as 
interchangeable. Money. Prices and Banking. Walter W. Haines, McGraw- 
Hill Book Co., Inc., New York, N.Y., 1961 includes valuable information 
on several aspects of the subject* 
2. "It is ordered that come shall passe for payment of all debts at the 
usual rate it is solde for, except money or beaver be expressly named." 
From an order of the Massachusetts General Court cited in An Historical 
Account of Massachusetts Currency. Joseph B. Felt, Perkins and Marvin, 
Boston, Mass., 1839. 
3. It is recognized that before the advent of the modern marketing system 
as we know it today, there were various ways in which sellers and buyers at 
at the market became acquainted with market conditions; and there have 
some examples of how information on market conditions was sent to sell¬ 
ers located at a distance from the market. However, the limitations of 
transportation and communication made these methods ineffective on any 
large scale. 
4. The Market News Service of the United States Department of Agriculture. 
Production and Marketing Administration, United States Department of 
Agriculture, Washington, D.C., June 1949. 
3. The relationship of the United States Department of Agriculture and the 
state departments of agriculture in the development of cooperative city 
market news reports is a significant one in that it made possible a 
combination of facilities and resources to provide greater service than 
one agency could provide alone. In later years, this cooperative 
arrangement has resulted in reports being issued on city markets by 
both state and federal agencies, with one report covering all of the 
market activity. In Massachusetts, the state and federal agencies 
issue separate reports covering different parts of the vegetable mar¬ 
ket, but each agency carries material provided by the other to com- 
pletethe report on market activity. 
6. This was the start of market news reporting. There is a complete dis¬ 
cussion of this work in The Market News Service of the United States 
Department of Agriculture. (See Note 4). 
7. 84th Annual Report of the Massachusetts State Board of Agriculture. 
Part II, Year Book, 1916 Public Winter Meeting of the Board, at 
Springfield, January 9-12, 1917. 
8. The introduction of market news service by the United States Department 
of Agriculture was on an experimental basis, and efforts were made to 
find local support for its continuance. For many years, market news 
offices were set up as specific requests to Congress were approved and 
there were problems in administration of these separately-established 
offices each with a specific £unount of money allocated to it in the 
appropriation by Congress. 
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9. Dr. Gance stated in the fall of 1913 that "the Massachusetts Agricultur¬ 
al College employed an Extension professor of organization and manage¬ 
ment - so far as I can discover the first time that a college in the 
United States ever employed a man for such work. While Dr. Gance object¬ 
ed to the proposed Massachusetts markets bureau doing work in instruct¬ 
ion, he did list six classes of marketing problems which he said encom¬ 
passed the work that marketing bureaus do. These were: (1) Investi¬ 
gations of marketing methods or costs of marketing and studies of the 
distribution system for farm products; (2) Instruction in methods of 
organization, management, and bookkeeping of cooperative societies; (3) 
A market news service information or exchange service; (A) Administra¬ 
tion and enforcement of laws relating to the distribution and sale of 
farm products. Including licensing middlemen, auctioneers, fixing fees, 
and charging for inspection; (5) Determining and establishing grades 
and standards of products and containers; and (6) Issuing publications 
bearing on the distribution of farm products. He pointed out that "some 
sort of market news service and information service for the benefit of 
farmers or groups of farmers has been inaugurated by a number of the 
market bureaus, supplementing the news service of the Federal Office of 
Markets. But no comprehensive plan for giving out market information 
has been put into operation by any state bureau so far as I am aware." 
10. First Annual Report of the Department of Agriculture. Report of the 
Gommissioner For the Year 1919, Issued as Public Document Number 123, 
Gommonwealth of Massachusetts, Boston, Mass., 1920. 
11. The Boston Market Gardeners Association is an organization of commer¬ 
cial vegetable growers in the Boston area which has had a long history 
of representing the vegetable industry. It now has members in all of 
the New England states. This Association has had a close cooperative 
sponsorship arrangement with the Massachusetts Department of Agricult¬ 
ure vegetable market report since its inception. The Association now 
handles the postage payments by those receiving the report, insuring 
that the payments go for the reports and not into the general fund of 
the Gommonwealth. Massachusetts law requires that any receipts of 
money by an agency of the State goes into the general fund and not into 
the funds available to the agency. 
12. Mr. Gampbell served at various times over a period of years as the 
Boston Market Reporter of the Massachusetts Department of Agriculture, 
and was in this position at the time of his retirement. 
13. Some of the other New England state departments of agriculture estab¬ 
lished such exchlEuige papers and continue them to the present time. 
These papers usually combine market information, general news on agri¬ 
cultural subjects, and advertisements. 
14. Annual Report of the Department of Agriculture For the Year Ending 
November 30. 1920. Annual Report of the Gommissioner, Gommonwealth of 
Massachusetts, Boston, Mass., 1921. 
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15. Inadequate appropriations seem to ’bPue been the lost of the Massachusetts 
Department of Agriculture from its beginning. The Legislature has shown 
little reluctance to add to the duties of the Department, but at the same 
time has shown much reluctance in providing funds to carry on the work 
assigned. There are several current examples where recent legislation 
set up grading or marking requirements for agricultural products, assign¬ 
ed responsibility for inspection and enforcement, but provided no money 
for doing the work. This situation has also hampered development of ad¬ 
equate market news programs, 
16. If by point of production reporting is meant market news from production 
areas in Massachusetts, this deficiency has yet to be fully corrected. 
There has been some country point market information obtained in the 
Connecticut Valley as a cooperative venture with the Massachusetts 
office of the United States Department of Agriculture’s Fruit and Veget¬ 
able Market News Service, principally on potatoes. 
17. It is not clear whether the word consumers, as used here, refers to 
consumers of the information on the wholesale market reports, or consum¬ 
ers of food in its general meaning. There have been some substantial 
developments in the latter area, including a report issued by the Massa¬ 
chusetts Department of Agriculture which is designed for consumers and 
covers retail prices, and also a regional Extension Service program in 
consumer food marketing education which made much use of the wholesale 
market information. The Department’s consumer report is still issued. 
The Extension Service regional program, which had been operated by the 
New England state universities was taken over by the individual state 
university extension services. 
18. There is little evidence in the record to show much activity by local 
organizations in the dissemination program, except the substantial 
assistance provided over the years by the Boston Market Gardeners 
Association. 
19. The Market News Service On Fruits and Vegetables. Fruit and Vegetable 
Division, Agricultural Marketing Service, United States Department of 
Agriculture, Washington, D.C., Revised June 1958. 
20. Annual Report of the Department of Agriculture. 1918. Commonwealth of 
Massachusetts, Boston, Mass., 1919. 
21. This is the United States Department of Agriculture market news program 
discussed earlier. 
22. A major demonstration of the use of market information to do the things 
which Mr. Selby outlined in encouraging consumer use of produce when it 
is in plentiful supply was involved in the Food Marketing Education Work 
With Consumers Program of the Extension Services of the New England 
State Universities, conducted from 1949 through 1959 as a regional pro¬ 
gram operating from Boston. See Report of the Food Marketing Education 
Work With Consumers In New England. January 1« 1956 to June 30, 1959. 
and a similar report covering the period from July 1, 1959 to December 
31, 1959. 
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23, This was one of the major problems in the extension of this type of 
United States Department of Agriculture market news service. It was 
difficult to get the local funds required. In later developments, 
the United States Department of Agriculture concentrated its efforts 
on terminal markets and production area reporting. The state depart¬ 
ments of agriculture issued reports on markets serving local producers 
and on small markets. Thectrend to issue city market reports on a co¬ 
operative basis developed, but has not resulted in such a combination 
as far as vegetable market reporting in Boston is concerned. 
24, U.S. Census of Population. I960. Massachusetts Inhabitants. United 
States Department of Commerce, Washington, D.C., 1961, 
25, 1959 Census of Agriculture. Volume II. General Report. United States 
Department of Commerce, Washington, D.C,, 1960. 
26, For a discussion of the Massachusetts agricultural Industry and the 
factors cited, see At the Forefront of Progress. Charles E, Eshbach 
and George W, Westcott, College of Agriculture, University of Massa¬ 
chusetts, Amherst, Mass., 1961. 
27, Changes which would require additional funds for agriculture would 
■eet much opposition and there would be great difficulty in obtaining 
money needed for changes in the market news program of the Massachusetts 
Department of Agriculture. 
28, Fresh Fruit and Vegetable Unloads In EasternbCities, By Commodities. 
States, and Months. Calendar Year 1962. AMS 427, Fruit and Vegetable 
Division, Agricultural Marketing Service, United States Department of 
Agriculture, Washington, D.C., 1963, indicates that unloads from Calif¬ 
ornia sources at Boston totaled 9,859 carlots, or a little over 22 per 
cent of the total unloads, in 1962. 
29, Fresh peas is an extreme example but illustrates the trend. Relatively 
few fresh peas now move to market. Supplies of canned peas and frozen 
peas have increased greatly at the expense of fresh peas. 
30, The Massachusetts Vegetable Industry. John H, Foster and C.L. Thomson, 
Publication 370, Cooperative Extension Service, College of Agriculture, 
University of Massachusetts, Amherst, Mass.., 1960. This report, also 
referred to as the Foster-Thomson Report and the 1960 Report, showed 
that full-time specialized growers averaged 54,6 years; full-time diver¬ 
sified growers averaged 53.3 years; part-time growers averaged 47.8 years 
retired growers averaged 70,5 years. All vegetable growers in the state 
averaged 56.2 years. 
31, Development of new varieties, advances in packaging, development of new 
ingenious machinery which simplifies planting, harvesting, and other 
cultural practices, introduction of new pest control measures all have 
resulted from technological advances of recent years, 
32, One source of information on the increasing importance of packagers is 
The Organization of the Wholesale Fruit and Vegetable Market At Boston, 
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Alden C. Manchester, Marketing Research Report No. 515, Economic Re¬ 
search Service, United States Department of Agriculture, Washington, 
D.C., 1962. Another source of information about a leading Boston area 
packager is "How the New Terminal Packer Fits Into the Retail Produce 
Picture", Lewis Milkovics, Article in Progressive Grocer. Vol. 42, No. 
1, January 1963, Pages 74, 75, 78, 79. Prepackagers and repackers 
have continued to register increases in both numbers of firms and vol¬ 
ume of business, as the advantages of the consumer unit have reshaped 
the characteristics of the Boston market. It is generally agreed that 
more produce packaging is done in this market than in any other in the 
United States. Leading packagers in the Boston market feel that the 
combination of aggressive packaging firms which put much effort into de¬ 
veloping quality packs and aggressive chainstore retailers who have been 
interested in developing this type of produce merchandising is responsi¬ 
ble for the success of the industry in the Boston area. See "Packagers 
Build Biggest Volume In Boston Market", Charles E. Eshbach, Article in 
Produce Marketing. Vol. 6, No, 5, May 1963, Pages 25 and 26, for recent 
views of two of the Boston area's largest packagers on this subject. 
33, Local growers have failed to meet two requirements for successful large- 
scale produce packaging. They have failed to pool their production 
through a central packaging operation which can provide the quantity 
needed at the time needed. Also, some of the growers who are packaging 
vegetables at the farm have not maintained the quality of pack essential 
for successful operations. The example of carrots where growers have 
packed under a special brand indicates the problem. It has not been 
possible to get the growers involved to agree on strict enough quality 
standards for the carrots that are marketed under the brand. Also, some 
growers packing under the brand do not adhere to the minimum quality 
standards which are established. The result is that the pack is not as 
competitive as it could be, if quality standards were high enough and 
adhered to by the growers. These same criticisms may also be made of 
other produce than that which is packaged. See "The Pattern of Adjust¬ 
ment In Fruit and Vegetable Marketing", K.R. Slamp, Article in Farm 
Economics. June 1, 1961 issue. Cooperative Extension Service, the 
Pennsylvania State University, University Park, Pennsylvania, for a 
discussion of the need for providing.volume to do business with many 
buyers. 
34, The Foster-Thomson study previously cited includes much data on the in¬ 
dustry, There is some variation in the figures on acres harvested, pro¬ 
duction, yield, and value of production between the data in this study 
and the figures cited in this thesis. The differences have resulted 
from revisions made in the original data of the New England Crop Report¬ 
ing Service which was used in the Foster-Thomson survey of the industry. 
These changes do not affect the significance of the trends which the 
data illustrate. 
35, Resulting from the experience during World War II, when the crop figures 
of the United States Department of Agriculture which were used for deter¬ 
mining priorities for scarce materials reflected no vegetables other 
than potatoes, onions, and asparagus, a crop reporting system for vege¬ 
tables was developed. This report was set up as a Research and Marketing 
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Act project and conducted cooperatively by the New England Crop Report¬ 
ing Service and the Massachusetts Department of Agriculture. The New 
England Crop Reporting Service is the crop reporting agency similar to 
the statistician arrangement in the larger agricultural states. In New 
England, this operates as a regional service from an office in Boston. 
It is operated by the Statistical Research Service of the United States 
Department of Agriculture and over the years has been supported by all 
of the New England states except Rhode Island. The bulk of the finances 
are provided by the federal government. 
36. These acreage figures represent revisions made by the New England Crop 
Reporting Service in its earlier figures and differ slightly from the 
data in the Foster-Thomson report, 
37. This is a tentative total, subject to later revision. 
38. There has been an increasing trend in recent years for vegetable growers 
to combine vegetable production with the production of flowers, nursery 
products, and similar crops. Some farms also do landscape work. One 
farm has a large Christmas tree operation in Canada. Some vegetable 
growers have combined vegetable production in Massachusetts with produc¬ 
tion of certain vegetables in Florida in the wintertime. There was an¬ 
other Massachusetts vegetable farm which was a part of operations that 
were centered in California and that area of the country. 
39. Schedules used by the New England Crop Reporting Service in the develop¬ 
ment of its vegetable crop report for 1954. 
40. This is one of a number of similar meetings which have been held by the 
Boston Market Gardeners Association. The subject has also been discuss¬ 
ed at meetings of the membership with representatives of the trade in¬ 
vited to participate in discussion of market problems. 
41. Trends In Food Marketing and Their Importance To New England. Frederick 
E. Cole, Research Report Number 6, Federal Reserve Bank of Boston, 
Boston, Mass., 1959. 
42. Nearby producers have seen their institutional outlets change to other 
sources of vegetable supply. Reasons advanced for this loss of market 
vary. Apparently, a factor has been the unwillingness of growers to 
produce types and packs needed by the hotel and restaurant trade. Also 
a major factor is the difficulty which local growers have in providing 
the complete line of items needed by the institutional trade and also in 
providing the volume needed at the time it is needed. Hotels and rest¬ 
aurants find it more satisfactory to buy from wholesalers who deal in 
both shipped-in and local products and who can provide a complete line 
all year ‘round and also provide the amount needed at any time. The 
Middlesex-Essex area is in closest proximity to many of the large 
eating establishments and large chain store warehouses. 
43. Market Outlets Used By Massachusetts Vegetable Growers. Chester D. 
Stevens and Mario P. Alfieri, Bureau of Agricultural Economics, United 
Syites Department of Agriculture and Massachusetts Department of Agri- 
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culture cooperating, Boston, Mass., 1951, 
44. There are a number of sources of information on the Boston wholesale 
food markets, A series of manuals on the Boston market, published as 
a result of the Extension Service regional marketing education program, 
summarize much of this information. The manuals and other sources are 
listed below: 
The Boston Market - The Produce Terminal. Charles E. Eshbach, Back¬ 
ground Marketing Information Manual Number 4, New England Exten¬ 
sion Services Marketing Education Program, Boston, Mass., 1957. 
The Boston Market - The Faneuil Hall Market As an Outlet for Fruits 
and Vegetables Produced In Nearby New England Areas. Charles E, 
Eshbach, Background Marketing Information Kaniial Number 6, New 
England Extension Services Marketing Education Program, Boston, 
Mass., 1958. 
The Boston Market - The Fruit Auction. Charles E, Eshbach, Background 
Marketing Information Manual Number 7, New England Extension Ser¬ 
vices Marketing Education Program, Boston, Mass., 1958, 
The Boston Fruit and Vegetable Market. F.E, Cole, W.H. Drew, M.G. 
Fultz, L.F, Norwood, W.H. Wallace, and A.C. Manchester, A Re¬ 
port of the Boston Market Committee, New England Research 
Council on Marketing and Food Supply, Boston, Mass., 1954. 
The Boston Produce Market With Special Reference To the Terminal 
Problem, author unknown, Boston, Mass., 1923.(In possession of 
the author of this thesis.) 
Final Report of the Special Commission Known As **Market Authority*'. 
Relative To the Handling of Essential Fresh Foods Within the 
Commonwealth With a View To Improvement of Market Facilities. 
Senate Document Number 630, Commonwealth of Massachusetts, 
Boston, Mass., 1950. 
Information On Preliminary Plans and Proposed Sites For a Consoli¬ 
dated Wholesale Produce Market To Serv6 Boston. Massachusetts. 
and Its Distribution Area. United States Department of Agri-, 
culture, Washington, D.C,, 1949. (Material prepared for discus¬ 
sion purposes at Boston meetings.) 
To Have Or Not To Have - A Consolidated Fruit and Vegetable Market In 
Boston. Lewis F. Norwood, New England Extension Services Market¬ 
ing Information and Education Program, Boston, Mass., 1954. 
S ummarv of Work of Massachusetts Market Authority. John 0*Connor, 
Clerk, Massachusetts Market Authority, Boston, Mass., 1957. 
The Wholesale Produce Markets at Boston. Mass.. Marketing and Facili- 
ties Branch, Production and Marketing Administration, United 
States Department of Agriculture, Washington, D.C., 1950. 
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45. Boston is undergoing a major redevelopment under urban renewal and oth¬ 
er plans. Relatively large areas have been razed to make way for such 
new developments as the Federal-State Civic Center, the West End apart¬ 
ment building development, the South End light manufacturing area de¬ 
velopment, etc. One area in, which redevelopment is planned is the At¬ 
lantic Avenue waterfront area. Development of this area would require 
relocation of at least part of the present Faneuil Hall Market. The 
study referred to has been conducted by staff of the Transportation and 
Facilities Division, Agricultural Marketing Service, United States De^ 
partment of Agriculture, in cooperation with the Greater Boston Chamber 
of Commerce and both the City of Boston and the federal redevelopment 
agencies. Urban renewal plans also are forcing the Boston Flower Ex¬ 
change to move. This market is located in the South End area. See 
Wholesale Florist Facilities For Boston. Earl G. Taylor, Kenneth L. 
Utter, and A.B. Lowstuter, Transportation and Facilities Research 
Division, Agricultural Marketing Service, United States Department of 
Agriculture, Washington, D.C., 1962. This report is entitled Marketing 
Research Report Number 570, and includes the results and recommendations 
resulting from a study of the needs and possible changes in florist 
facilities in Boston's wholesale market. 
45. Talk on the subject of new wholesale market facilities at Boston by 
Kenneth L. Utter of the United States Department of Agriculture at a 
meeting of the Boston Market Gardeners Association revealed this deci¬ 
sion by those conducting the study. Comments by the grower cited were 
made to the author of this thesis after the meeting. 
47. See the Background Marketing Information manuals cited in Note 44. An 
additional manual in this series described the wholesale egg market at 
Boston. It is The Boston Market - The Wholesale Egg Market. Charles E. 
Eshbach, Background Marketing Information Manual Niomber 10, New England 
Extension Services Marketing Education Program, Boston, Mass., 1959. 
48. See Note 44. 
49. It does not provide a complete line. 
50. The Wholetale Produce Markets at Boston. Mass.. Marketing and Facilities 
Research Branch, Production and Marketing Administration, United States 
Department of Agriculture, Washington, D.C., 1950. 
51. Produce received at Faneuil Hall Market and at chain warehouses, from all 
of New England, is considered as nearby production and reported on the 
market report by the Massachusetts Department of Agriculture. Produce 
is received from Massachusetts, New Hamoshlre, Maine, and Rhode Island 
with very little from Connecticut and Vermont* The United States Depart¬ 
ment of Agricukture report on all unloads of fresh fruits and vegetables 
at Boston in 1962 showed receipts from Massachusetts totaled 3,998 car- 
lots. Receipts from other New England states were: Maine, 7664; New 
Hampshire, 358, Vermont, 24; Rhode Island, 141; Connecticut, 71. Of the 
total receipts from Maine, 7,352 were carlots of potatoes. Total unloads 
for 1962 were 44,144 carlots at Boston. 
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52. See Trends In Food Marketing and Their Importance To New England, Fre 
erick E. Cole, Research Report Number 6, Federal Reserve Bank of Boston, 
Boston, Mass., 1959, for more information about these handicaps. 
53. The Organization of the Wholesale Fruit and Vegetable Market At Boston, 
’ Alden C. Manchester, Marketing Research Report Number 515, Economic Re¬ 
search Service, United States Department of Agriculture, Washington, 
D.C., 1962 
54. Information supplied by the Boston market reporter of the Massachusetts 
Department of Agriculture. 
55. After the Auction moved from Charlestown in 1953 to its present facili¬ 
ties, a substantial business in tomatoes was developed; and in 19bd 
over 40 per cent of its business was in tomatoes. This has been a major 
factor in holding the decline in volume of the Boston Auction to a 
smaller figure than it would have been if the tomato business had no 
been added. 
56 A weekly newspaper known as The Packer is widely read by people in the 
industry. The publishers describe this publication as Weekly Busin¬ 
ess Newspaper of Growers, Shippers, Receivers, ^d 
Fresh Fruits and Vegetables." It is published by the Packer ^bUshxng 
Co., Kansas City, Missouri. There is a New York edition which 
ributed in the East. The Packer Publishing Co. also published year 
books and other similar reports and publications. 
57. This is one of the most significant values of good market reports, ^e 
Boston market has a major role in the determination of prices for the 
food industry. See Egg Pricing On the Boston Market, A.A. B > 
Bulletin Number 476, Agricultural Experiment Station, College 
culture. University of Massachusetts, Amherst, Mass., 1954, for inform 
ation on egg pricing that provided more understanding of the signi 
cance of the Boston market. 
58 This greatly reduces the value of the radio reports as a supplement or 
f subItUute for the printed reports and as a service to those interest- 
ed in the market information. 
59 An agricultural paper with circuculation over most of New England. The 
' M»w Invland Homestead editors have shown much interest in market news 
ovL Sny years, years, there was a report of ^he Boston market in 
its issues even though the report was not current by the time the 
^^ei re^heriL reaLrs. The paper is published by The New Ej^ and 
Homestead Company, Publishers, 29 Worthington St., pr ng > 
60. Printed market reports are currently issued at Boston, Springfield, and 
Worcester. 
61 For detailed information on this organization, see ^nnual Report of t^ 
rn.land Radi>^ »ews service. 1947-194g, Charles E. Eshbach, New Eng 
land Radio News Service, Boston, Mass., 1948 
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62. The New England Radio News Service directed and presented farm radio 
service on Stations WBZ-WBZA, Boston and Springfield, and on a six-stat¬ 
ion network of New England radio stations with WAAB of Boston the key 
station and later WNAC as the key station. In addition, a radio script 
service was provided to many more radio stations throughout New England 
and radio market reports were prepared for press services. 
63. The Department's apparent estimate of the value of the early-morning 
broadcasts of market news, as expressed in the annual reports of the De¬ 
partment, was at great variance from the attitude at the time when 
strong measures were taken in efforts to retain noonday time. There was 
satisfaction expressed by some farmers on the 7:00 a.m. time, but ob¬ 
jection increased as the time was moved ever earlier. 
64. Most of this add itional coverage was realized from use of the press ; - 
service radio market reports provided by the New England Radio News 
Service. 
65. WBZ-WBZA provided coverage of most of New England. WEEI coverage was 
principally in eastern Massachusetts, New Hampshire, and Maine, with 
small numbers of listeners in other areas. 
66. This meant that the staff of the New England Radio News Service would no 
longer present live the WBZ and Yankee Network (WNAC) farm programs. 
The station management was forced to hire someone to handle the farm 
program or assign the work to other members of the staff. 
67. Annual Report of the Department of Agriculture. 1945-1946. Commonwealth 
of Massachusetts, Boston, Mass., 1946. 
68. Annual Report of the Department of Agriculture. 1951-1952. Commonwealth 
of Massachusetts, Boston, Mass., 1952. 
69. Annual Report of the Department of Agriculture. 1943-1944, Commonwealth 
of Massachusetts, Boston, Mass., 1944. 
70. Partial Report of the Massachusetts Department of Agriculture. December 
1. 1942 to June 30. 1943. Commonwealth of Massachusetts, Boston, Mass., 
1943. It was in 1943 that the reports were changed to a fiscal year 
basis. Previously they were issued on a calendar year basis. 
71. Annual Report of the Department of Agriculture. 1923, Commonwealth of 
Massachusetts, Boston, Mass., 1924. 
72. Annual Report of the Department of Agriculture. 1925, Commonwealth of 
Massachusetts, Boston, Mass., 1926. 
73. Annual Report of the Department of Agriculture. 1926» Commonwealth of 
Massachusetts, Boston, Mass., 1927. 
74. Annual Report of the Department of Agriculture, 1939, Commonwealth of 
Massachusetts, Boston, Mass., 1940. 
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A^ual Report of the Department of Agriculture» 1946-1947. Commonwealth 
of Massachusetts, Boston, Mass., 1947. 
76. An example of the use of the data is found in Trends In Vapetable Vol¬ 
ume and Prices. Boston. Mass.. Frederick E. Cole, Publication 396, Co¬ 
operative Extension Service and Experiment Station, College of Agri¬ 
culture, University of Massachusetts, 1962. 
77. Annual Report of the Department of Agriculture. 1953-1954. Commonwealth 
of Massachusetts, Boston, Mass., 1954. 
78. Annual Report of the Department of Agriculture. 1954-1955. Commonwealth 
of Massachusetts, Boston, Mass., 1955. Copies of the Department of Agri¬ 
culture annual reports can be found in the State Library, State House, 
Boston, Mass. 
79. The question of combining the state and federal Boston produce market re¬ 
ports has been discussed at various times. The Massachusetts Department 
of Agriculture officials have generally maintained that there are too 
many disadvantages to such a combination. Cited have been: (1) The 
fact that the U.S.D.A. report is not available until 3:00 p.m., whereas 
the Massachusetts Department of Agriculture report is available at 
11:00 a.m.; (2) That much of what is on the U.S.D.A. report is not of 
value to nearby producers while all of what is on the state report is; 
(3) That it would not be possible in a combined report to include the 
conanents and other material as is now done on the back of the state re¬ 
port; (4) That control of the report would be in the U.S.D.A. office 
and not in the Division of Markets of the Massachusetts Department of 
Agriculture; and (5) that federal civil service regulations would ap¬ 
ply to the selection of market reporters. The U.S.D.A. people have 
cited the gains in efficiency which would result, the savings in cost, 
elimination of duplication, and the increased value of the reports. 
The Department has resisted efforts of the U.S.D.A. market reporter to 
work toward some consolidation at various times in the past. Currently, 
a three-year old proposal of the U.S.D.A. market reporter for a new New 
England apple report remains dormant. It seems fair to conclude that 
gnerally at least the United States Department of Agriculture has been 
quicker to make changes and adopt new methods and facilities than has 
the state department of agriculture. Currently under consideration is 
a change which would make market news service available to newspapers, 
radio stations, television stations, commercial firms, farm cooperatives, 
and other interested groups, via direct hookups with the U.S.D.A. mark¬ 
et news teletypewriter circuits. See Agri-News Number 158, a news re¬ 
lease dated May 27, 1963 from Marketing Information Division, Agricult¬ 
ural Marketing Service, United States Department of Agriculture, New 
York, N.Y. 
80. ' The first issue of the report was entitled Boston Produce Market Re¬ 
port. This was later changed to Boston Farmers Produce Market Report, 
and Boston Wholesale Farmers Produce Market Report. On April 20, 1960, 
when some new mastheads were printed, the word "Farmers" was dropped, 
and the name since then has been Boston Wholesale Produce Market Re- 
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81. Tne Boston Market Gardeners Association has been a cooperator in the 
publishing of the market report since its start. The Association 
handles the collection of the required postage payments from the sub¬ 
scribers . 
82. Report for Monday, May 27, 1962. 
83. A new agreement covering th is exchange of information was arranged in 
1960 after the United States Department of Agriculture started report¬ 
ing nearby receipts directly due to lack of adequate information on the 
breakdown of the market information from the Massachusetts Department of 
Agriculture. 
84. The Special Apple Market Report of the Massachusetts Department of Agri¬ 
culture is issued twice weekly during the fall and winter months, and 
once established this report has been very popular over the years. The 
apple storage figures are reported on the first and fifteenth of each 
month. The report presents a complete coverage of f.o«b. prices at 
Massachusetts country shipping points, prices of home-grown apples at 
the Faneuil Hall Market, and prices of shipped-in apples at the Faneuil 
Hall Market. There is also much information on storage holdings, move¬ 
ment of Massachusetts apples, and Information from other markets. Wide 
use of grades for apples enables this report to provide much information 
about different qualities, sizes, and similar factors. 
85. There is an arbitrary limiting of the market information to what will 
fit on one side of the market news sheet. This apparently is done on 
the basis that time does not permit running off more than one stencil 
and still meeting the 11:00 a.m. deadline. On some market days, there 
is not enough space to cover the market information thoroughly. 
86. The reporter is able to get some preliminary work done at the time he 
prepares material for his telephone calls to radio stations. 
87. KDKA at Pittsburgh, Pennsylvania, is generally credited with being the 
first radio station to offer regular programs. This station featured 
broadcasts of market information at 5:00 p.m. at the start of its 
broadcasting. 
88. This is a portion of the tape prepared for radio use on WBZ. 
89. The times at which the reports are broadcast are too early for many of 
those interested in the information. For others, the radio reports 
come at times when they are busy with other work and cannot take time 
to listen. 
90. The author participated in some of these discussions when he was Direct¬ 
or of the New England Radio News Service, and can attest to the continu¬ 
ing difficulty in obtaining and retaining suitable time for market news 
reports. It should be stated that, from the point of view of the radio 
station officials, an especially difficult problem was in trying to re¬ 
tain an audience that was mostly non-farm while at the same time present- 
farm information. On the other hand, there has always been much inter- 
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est in farm information by non-farm listeners. Also, the ratings of 
programs worked against farm programs, since most of the rating 
data concerned city audiences and not more distant rural listeners. 
91. There appears to have been a feeling through the years in the Massa- 
chusetts Department of Agriculture that those willing to pay for the 
market report would be more certain to make use of it. This does not 
appear to be borne out by the great use made of the U.S.D.A. report, 
which is distributed free of charge. The requirement that postage be 
paid has, however, served to keep people only mildly interested in 
the report from receiving copies which would not be used. In the face 
of the problems with needed resources to provide an adequate market 
news service, this probably was a wise measure. 
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